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IN COMFORT 
e 


FOOTWEAR 


Most of Us Still Believe the World Is Flat 


I gnorance—Stupidity—and downright Men- 
dacity has largely dominated the manufacture 
and sale of machine-made comfort (?) shoes. 


Research worthy of the name has been prac- 
tically unknown. All sorts of unproven, and 
unprovable, theories in last making and shoe 
construction have been sold to the public as 
comfort (?) footwear. Meanwhile, the per- 
centage of uncomfortable shoes has been 
To design really- comfortable shoes is a job 
for a scientist having an interlocking knowl- 
edge of foot function — last making — and 
shoe manufacturing. To retail such shoes 
also requires more knowledge than is usually 
available in most stores. 
Stiff—splint-like shoes that are as rigid as 
boards from heel to ball are not truly com- 
fortable. They are merely crutches! ! 


Completely flexible shoes from heel to ball 
are likewise not true comfort shoes. They 
ignore the most vital function of the foot. 
Many shoes sold as “corrective” could be 
truthfully described as also “destructive,” for 
such is the case. 


OUR SHOES RETAIL PROFITABLY 


A truly comfortable shoe is one that is de- 
signed in accordance with actual foot func- 
tion and made over lasts that cover the range 


of foot types. 


Bestir yourself and get information about a 
line of men’s comfortable and fine looking 
shoes that are as modern in design and per- 
formance as a 1939 product of General 
Motors, General Electric or du Pont. 


Are you rooted to the past and believe that 
the present and future hold nothing better— 
or—are you alert and energetic enough to in- 
vestigate what’s behind this ad? 


We have specialized in making the finest of 
men’s shoes for the best stores. We are en- 
larging our business thru a license to use the 
patents of John Martin Hiss, doctor, surgeon, 
osteopath and scientist whose specialty is the 
human foot. Shoes made under his patents 
are the last word in foot comfort. Are you 
not looking for such a line? 


Merchandise executives—buyers—owners of 
sound shoe stores—write for facts that will 
light a dark corner of your business. 


WHEN SOLD FOR $8.00 TO $8.50 


DR 
CLINIC 


TESTED 


FOR 


Manufactured Under License By 


COLE, ROOD AND HAAN COMPANY 
516 W. SUPERIOR STREET 


CHICAGO, ILL. 
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KE. H. KENDALL proposes a 
NATIONAL BOYS’ SHOE WEEK 
—not just another commercial week 
but a definite appreciation of boys’ 
feet, boys’ wants and the boys’ 
business. He says the brightest spot 
in the shoe business today is the 
boys’ business, but you would never 
know it from the promotions that 
are given to women and girls and 
men and children. 

So what do you say to a NA- 
TIONAL BOYS’ SHOE WEEK, 
with shoe men making contacts 
with the Boy Scouts whose mem- 
bership is over 1,065,169, boys’ 
clubs, Big Brother Clubs, Y.M.C.A., 
school clubs, church clubs and 
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These others shall be added unto thee.” 
Writer unknown 


A NEW book that every merchant 
should have, by Laurene Hemp- 
stead, is “LOOK YOUR BEST”— 
published by Prentice-Hall, Inc., 70 
Fifth Avenue, New York City— 
price $3.00. 

We take a friendly pride in urg- 
ing shoe men to have a shoe store 
library and this book deserves a 
place in it because it not only gives 
you actual colors on the first page 
but “hues found in background skin 
tones, the color of eyes, lips and 
cheeks” (something we have never 
seen anywhere) to guide a mer- 
chant in his study of feminine style 
and beauty. When it comes to the 
selection of shoes by women, the 
author is very honest in saying: 

“Exaggeratedly high, slender 
heels tend to make walking difficult 
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for a woman of any age. When the 
older woman, whose joints are 
stiffer and whose gait is somewhat 
uncertain, wears extremely high 
heels with a narrow, inadequate 
base, she is likely to appear weak 
and tottering. Her entire figure is 
thrown out of balance and her pos- 
ture is made stooped and awkward.” 

The book is a splendid analysis 
of what women should wear from 
the “teens to the tall heavy type.” 


WILLIAM ASHE, manager of 
the Children’s Shoe Department at 
Bon Marché, Inc., Asheville, North 
Carolina, says: 


“There has been much stress put 
on children’s shoes in the RECORDER 
in the past two or three years as to 
how a children’s shoe department 
should be operated and the impor- 
tance of a good location in the 
store. We are often reminded that 
children’s shoe departments, in or- 
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every kid on the sand lots. He 
closes with the following: 
“Who works for Glory misses oft’ the Goal, 
Who works for money coins his very soul ; 
E Work for the work’s sake then, and it 
| may be | ; 
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der to thrive, must have constant 
attention and supervision; concen- 
tration in few lines; concentration 
also un necessary styles and plenty 
of sizes, as proper fit is of para- 
mount importance for growing feet. 
It is my conviction that a well- 
operated children’s shoe depart- 
ment, following out the above 
points, will be the foundation of 
any shoe store or shoe department. 
It is well to bear in mind that 
these young customers of today will 
be customers of tomorrow. 

“But with all these articles, the 
majority of the shoe stores and de- 
partment stores are failing to put 
children’s shoes in a_ profitable 
place, with proper supervision. 

“For the last eight years Bon 
Marché has had their children’s 
shoes separate from the ladies’ 
shoes on the third floor and has 
put extra stress on them. We have 
trained salespeople with constant’ 
supervision, together with quality 
shoes; that is why our children’s 
shoe department has increased their 
volume over a period of eight years. 
I might add that we are never out 
of souvenirs to give the kiddies 
when they come into our depart- 
ment.” 


S HOE stores and other merchants 
in and around Escanaba, Michigan, 
annually secure a great deal of 
profitable business each November 
through promoting a “Deer Hunt- 
ers’ Party” in “The Land of the 
Red Buck” to make the Upper 
Peninsula of Michigan one of the 
most popular hunting areas in the 
United States. This “party” and the 
“Deer Hunters’ Grubfest and Shin- 
dig,” which is held at Camp 
Nahma, attracts thousands of hunt- 
ers and huntresses from every part 
of the nation, who arrive by auto- 
mobile, train and airplane to attend 
this nationally publicized activity. 

Every merchant in Escanaba 
looks forward to deer hunting sea- 
son with great hopes, for he knows 


will benefit lower prices for 
goods and a Weonder spread of 
to m use several millions 
of people are given employment 
these various stages of the ma- 
inery of distribution; and a sim- 
plified “direct to the public” sys- 
tem (if such were ible) would 

ready overcrowded unem 

then what? 

—tThe ability to pay $5.00 instead 
of $3.00 for a pair of shoes rests 
its pay, and any- 


— a job, a 

ing that has to do with accen- 
tuating our employment prob- 
lems seems poor business to me. 

—Our economists should be think- 
ing about creating more jobs, 
not less jobs. 


that millions of dollars will be 
spent during the seeson which lasts 
about two weeks. Stocks of mer- 
chandise are replenished, and ad- 
ditional supplies are on hand, for 
it is a known fact that some years 
have seen the stocks completely sold 
out in a few days. There are no 
bargain sales for this event, the 
type of people who attend not be- 
ing bargain hunters. Their pocket- 
books are bulging and they itch to 
spend money for a good time and 
good things. 

The shoe stores cooperating to 
make this event a success are Fil- 
lion Shoe Store and Manning- 
Sullivan Shoe Company. 


ETTER BUYMANSHIP” is a 
booklet produced by Leone Ann 
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Heuer, with the cooperation of a 
number of shoe men, to tell -the 
public how to pick a good shoe 
and what it should have within it. 
The booklet is issued by the House- 
hold Finance Corporation of Chi- 
cago in the feeling that the con- 
sumer movement is on the way and 
that the public wants to know. The 
last line properly reads: 

“Heels should be repaired as 
soon as they become crooked. An 
uneven heel soon twists a shoe out 
of shape. Such shoes neither pro- 
tect the feet nor properly support 
the body.” 


* * 


A NUMBER of shops in London 
import second-hand shoes from the 
United States. For example, during 
the month of August, a total of 19,- 
329 pairs, valued at about $1.10 a 
pair, were imported. 

The shoes are offered in the 
poorer districts of London, where a 
number of shops specializing in wo- 
men’s used shoes claim that these 
second-hand American shoes were 
worn by Hollywood film stars. 


Their sales talk is that the shoes 
were worn only during the making 
of one film and are therefore “a; 
good as new.” The retail range is 
from about $1.25 to $3.00. Most 
of the shops, which operate on a 
cash-and-carry basis, keep lists of 
their customers, notifying them by 
post card when a new consignment 
is received. 
* * 


FFORTUNE magazine, under the 
title “Fifty-Two Pay Checks A 
Year,” tells of the Nunn-Bush Shoe 
Company’s plan—“the workers own 
their jobs and they get a fixed per- 
centage of all they produce—re- 
sult: a labor plan that works.” 
Also, it may sound radical to some, 
but President Henry Nunn says: 
“IT am not a radical. I am just 
smart.” 

The plan depends for its greatest 
concrete benefits on whether or not 
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4. —We hear a lot of talk these days 
aig about the "high cost of distribu- 
tion. 
a a —And several schools of thought 
— claim that by the elimination of 
many distribution and 
a costs all along the line the public 
THEY MIGHT 
CAROLE , 


production can be regularized. And 
it depends, finally, upon the sin- 
cerity and foresight of management. 
These are not impossible conditions 
in most cases, and Mr. Nunn is 
convinced that they can have a 
broad application in industry as a 
whole. The main need, he believes, 
is that capital and labor should stop 
behaving like ostriches. “If they 
can just get their heads out of the 
sand,” he argues, “they may find 
that they have a lot in common.” 


FRANK A. BLACK of Boston 
joins the Consumer-Retailer Rela- 
tions Council of New York City. 

Mr. Black, in his capacity as 
Publicity Manager and as Director 
of Filene’s of Boston, has been well 
known for many years in retail and 
advertising circles. For years, an 
officer of the Advertising Federa- 
tion of America and its predecessor, 
the Associated Advertising Clubs of 
the World, he headed up the retail 
division of those associations and 
was a prominent figure as Chair- 
man and Speaker at their national 
conventions. 

In 1934 Mr. Black retired from 
active business, but in no degree 
lessened his interest and activity in 
things relating to advertising and 
selling. The importance of proper 
cooperation between business and 
the ultimate consumer has always 
been a hobby of his and the Con- 
sumer - Retailer Relations Council 
has had his active interest from its 
inception. He will give a large 
portion of his time to furthering 
the activities of the Council and 
will make his headquarters at the 
office at 8 West 40th Street, New 
York City. 


THE annual meeting of the Asso- 
ciated Industries of New York 
State, which will bring more than 
500 of the state’s leading indus- 
trialists to Syracuse, will take place 
November 18. Martin F. Hilfinger 
of the A. E. Nettleton Shoe Com- 
pany of Syracuse is president of 
the organization. 

Among the speakers during the 
all-day meeting will be Matthew 
Woll, vice-president of the Ameri- 
can Federation of Labor; Charles 
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R. Hook, president of the National 
Association of Manufacturers; Irv- 
ing M. Ives, majority leader of the 
state assembly and chairman of the 
joint legislative committee on indus- 
trial and labor relations; Rufus G. 
Poole, assistant counsel to the wage 
and hour division of the depart- 
ment of labor, and other leaders in 
various fields of business activity. 


UNDER THE SPREADING 
CHESTNUT TREE 


Under the spreading chestnut tree 
The penny-saver stands; 

There’s nothing wrong that I can see 
With his two shapely hands; 


But all the week, from morn till night, 
He limps with halting gait, 

In shoes that are both loose and tight 
And cost one-ninety-eight! 


“A penny saved,” he told the clerk, 
“Is mine, so here I stop, 

“And though you lecture like a Turk, 
“One-ninety-eight is top!” 


So now with kinks in leg and flank, 
Onward through life he goes; 


With mind intently on the bank, 
And corns upon his toes. 
J. Eow. Turrr 


BR ICHARD R. GRANT, sales man- 
ager of General Motors, says: 

“How about the second half of 
next year? Under such conditions 
as we have had abroad and at 
home during recent years, to be 
able to form a fairly definite opin- 
ion for as long as eight months 
ahead is enough to satisfy us. De- 
mand for automobiles had multi- 
plied so greatly within the last sixty 
to ninety days that we are all sur- 
prised. Dealers are also responding 
enthusiastically to all lines. Pro- 
duction schedules are having to be 
materially raised.” 


WHO says Philadelphia is slow? 
It is one of the few cities in the 
United States where you can get 
overnight laundry service. At least 
you can at the Benjamin Franklin 
Hotel. You can take your dress 
shirt off at midnight and give it to 
the bell captain and get it fresh 
and clean at 7.00 a. m. And you 
can put it on and march in the 
Mummer’s Parade, which is a great 
Philadelphian institution of mirth, 
laughter and gaiety January 1. 


“I'm afraid Ambrose is carrying this friend winning and people influencing 
business to extremes.” 
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THERE is an opportunity just ahead for smart shoe 
retailers to secure a lot of extra profit through wise 
Christmas merchandising and promotion; in a few 
weeks every shoe retailer will have the opportunity to 
use novel and energetic efforts to bring the hundreds of 
dollars of Christmas trade in his community into his 
own store or department. 

Good merchandise—good selling ideas—and an early 
start are what veteran successful dealers tell us mean 
the difference between a very profitable Christmas mer- 
chandising season and one that borders on being a 
failure. 

In these paragraphs are gathered together a number 
of holiday merchandising ideas and selling suggestions. 


by ERNEST W. FAIR 


An early start is vitally important; a well worked out 
Christmas merchandising campaign should be orig- 
inated and planned right now! 

Here are a number of ideas that have brought profits 
to shoe dealers—they can bring other dealers profits 
this year. 

Quality Within Their Budget 

1. One of the most effective ideas ever used was that 
of a large Western shoe store in a newspaper adver- 
tisement and circular mailed to its full customer list. 
Same copy was used in both. “Quality Gifts Under 
$5.00,” was the featured banner line over a layout of 
squares each of which contained an illustration of the 
suggested item and a brief description. Items, of course, 
included regular and novelty shoes, hosiery, boxes of 
men’s hosiery, bedroom slippers, etc., from the regular 
stock of the store. 


Create a Christmas Atmosphere 


2. An idea that will pay as much as an actual selling 
idea is one suggested by an Eastern shoe retailer who 
each year puts plenty of holiday atmosphere into his 
store during the holidays and finds that the time and 
expense are justified because it brings in gift pur- 
chasers and puts walk-ins for regular merchandise into 
a holiday mood. The store is decorated with several 
hundred yards of heavy evergreen rope; several Christ- 
mas trees (tiny ones) glisten throughout the store, 
loaded with varicolored lights. The more holiday 
atmosphere shown, the better customers like it and the 
more gift merchandise they buy, he has found. 


Gifts That They'll Remember 


3. “They'll remember you after Christmas, not just 
Christmas, if you buy them a gift here” is the theme 
behind one store’s annual Christmas promotion of its 
regular stock. The sentence is featured in advertising, 
in window display banners and on counter cards scat- 
tered throughout the entire store so that wherever a 
customer goes he or she will see this idea expressed in 
type; and it works. Shoes are excellent items to sug- 
gest with this line of sales appeal. 
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Radio Stimulates Sales 
4. “Use radio time generously,” one Southern shoe 
man advises. “This is one time of the year when the 
average housewife really turns on her radio and asks 
it to give her some suggestions on what to buy for 
Christmas. And you can make it tell her not only what 
she should buy for gifts from your store, but what she 
should buy for her own needs. We use a daily five- 
minute program from December 1 to December 24 
featuring a soft voiced authoritative young lady giving 
style advice and suggestions. Each day she touches on 
the advisability of shoes and similar stock as gift 
merchandise.” 
; Stressing the Personal Gift 
5. Appealing to the personal gift business is not 
entirely new for the average shoe store, but in every 
city or town there are only a few using the idea. A 
message directed toward the young wife, for example. 
might suggest, “Why waste money on some nick-nack 
gift for him? Give that husband of yours a comfortable 
pair of lounging slippers; something he can enjoy all 
the coming year and bless you for having been so 
thoughtful!” The same appeal may be used to suggest 
specific ideas for any relation or friend. It is, of course. 
wise to offer a specific suggestion in every instance. 


Novel Christmas Window 


6. One shoe man uses this novel Christmas window 
each year and it really focuses attention on the display 


PROMOTION POINTERS 


Am Early Start and Seme Extra Effert Can Make This 
a Prefitable Season fer Any Alert Retailer. Here are 
Suggestions for Increasing Your Christmas Business 


of suggested footwear gift items set within that window. 
He places a jack-in-the-box Santa Claus in his window. 
A chimney is built from a packing case and covered 
with red brick pattern paper. A picture of Santa Claus 
has been cut from a display poster, backed with pack- 
ing board and an eye hook inserted in the figure’s 
head. A string is tied to that hook, run through another 
hook in the ceiling above and the other end is tied onto 
the door, so that whenever anybody opens that store 
door Santa jumps out of the chimney and slips back 
again as the door is closed. 


Going After Gift Business 

7. Many shoe retailers are missing a good bet by not 
going to large firms in their cities and pointing out to 
the executives that their employees would much rather 
receive attractive boxes of hosiery from a reputable 
store for Christmas than some less useful gift. Real 
[TURN TO PAGE 34, PLEASE] 
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WE can’t quite accept the theory that some secret 
rhythm of the spheres determines the causes and effects 
of fashion—that shoes go down because skirts go up, 
or vice versa, or what have you. Sometimes fashions 
happen to be logical . . . and sometimes they just 
happen! 

But every once in a while, along comes some neat 
tie-up between costume trends and shoe developments 
that offers real promotional possibilities. “Upped” hair 
and “upped” shoes was one. And here’s another. 

Sweeping the country from coast to coast right now 
is the “girdled” dress . . . known by many catchword 
names (of which more later). And right in front, right 
now, too, are all manner of “girdled” shoes. You can 
play up this fashion affinity to surround the shoes you 
now have in stock with a little extra glamour. 

The photograph and sketches on the other page 


picture what this dress is. It’s an enormously full 
affair—cut on the bias and looking more or less like 
a tent before it’s girdled in. But cinch it in good and 
tight around the waist and it looks like a million dollars. 

This fashion is most often called “the Monastic” 
fashion because the old monks had the same thought 


when they belted in their robes with a heavy cord. 
Sometimes it is called an “angel robe,” and some people 
compare it romantically to the Arab sheik’s costume. 
Others say it’s a peasant idea, daughter of the dirndl. 
But all agree that it’s news . . . and a money-maker 
for dress departments. 

You don’t have to strain your imagination too much 
to see that lots of your Fall shoes go in for girdling, 
too. Elasticized leather shoes do just that. So do gored 
types. You've probably got some monk shoes in stock 


Insert of stretchable leather 
holds this shoe closely to the 
instep. Delman. 


that cinch in the instep just the way belts do the waist- 
line of these new dresses. This new convertible oxford- 
pump with its detachable instep band is a perfect tie-up. 
The point is that the waistline must be accentuated, 
whether on the figure or on the feet! Another reason 
why these dresses have gone so far so fast is that they’re 
so easy to get into. Over the head, pull in the belt, and 
there you are. One reason why step-on girdled shoes 

[TURN TO PAGE 34, PLEASE] 


pattern cinches 
the instep with single buckle. 
Saks-Fifth Avenue. 


[17] 
p pE gor? | 
| 
Lo 
| 
Wide elasticized band acts | 
' as instep girdle. B. Altman. = 
bis 
> 
Fifth Avenue. 
| 


HARRY 


W HAT is the outlook for the small town retail shoe 
merchant to make a decent living for himself and for 
his family during the next decade? Competition is 
getting stronger and stronger all the while for the little 
man in the small town. Big city newspapers now blan- 
ket nearly every home in every state. Good roads bring 
big city stores right next door to the small towns. 

How can a relatively small town exclusive retail shoe 
store carry the styles and sizes needed to satisfy a 
style-wise educated group of prospective buyers found 
everywhere? On what basic merchandising principle 
must a store depend for its very existence? 

For the answer to these questions, this reporter went 
to the typical small town of San Luis Obispo with its 
11,000 population. San Luis Obispo is on the main 
highway between San Francisco and Los Angeles. 

Two years ago W. E. Chitwood assumed possession 
of the Adriance Bootery there. His first job was to 
remodel, then change the name to Chitwood Bootery. 
His self-imposed “hard” job was to sell more and 
better shoes to his townfolks. 

Some very positive opinions are voiced by Mr. Chit- 
wood based on his two years’ experience, most impor- 
tant being, “The operator of a small town shoe store 
definitely has a marvelous opportunity to make a good 
living for himself provided . . .” And now let Mr. 
Chitwood tell his own story. 

“Provided a merchant has a well selected stock of 
good branded shoes.” This young shoe merchant 
who has made such a fine financial showing and built 
up such a successful business on named shoes, was most 
emphatic on that one point—branded shoes carried in 
a full assortment of sizes. Now to let him amplify his 
experience and explain why he bases his success pri- 
marily on his carrying only named lines of shoes that 
are nationally advertised: 
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WHAT’S 
YOUR FUTURE 
IN SHOES? 


How the Intelligent Promotion of 
Branded Lines Can Help a Small-Town 
Merchant to Make a Worth-While Liv- 
ing Out of Shoe Retailing in a Period 
of Increasingly Intensive Competition 


W. E. CHITWOOD, 


proprietor of the Chitwood Bootery, San 
Louis Obispo, Cal. 


“I never realized before when | worked in the large 
city shoe stores and in the stores of the lesser populated 
communities that so many good shoes could be profit- 
ably merchandised in a city of our size. This store is 
now settled on a moderate price range in men’s and 
women’s shoes from $4.95 to $10.75. It does seem that 
far too many small town store owners go in for alto- 
gether too many cheap shoes of unknown reputation. 

“Carrying branded shoes as we do saves us a lot of 
time in asking embarrassing price questions. When a 
woman comes in for a pair of dress shoes, putting on 
a pair of Peacock or Ferralli-Hollywood patterns indi- 
cates the price to her. Usually she will not ask the 
price, but knowing our lines she may ask for a Para- 
dise or a Paramount number. Similarly, when a walk- 
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EXTERIOR OF THE CHITWOOD BOOTERY. 


Branded lines are featured in the window, with the name of the shoe and 
the price on the price tag. This eliminates price disagreements when the 
customer enters the store. 


ing shoe is asked for, we would show a pair of Arch 
Preservers, Foot Rest or Heel Huggers. 

“In the men’s line just two lines, Freeman’s and 
Nunn Bush, give us a price range from $5.00 to $11.00 
and patterns that will satisfy almost everybody. 

“When I took over the Adriance Bootery and 
changed the name, the people never heard of Chitwood, 
but they were well acquainted with the several lines of 
advertised shoes that were being shown and advertised. 
These named brands have immediate consumer accep- 
tance, so with a good looking store, familiar names of 
good shoes on the shelves, and an organization that 
understands the shoe business, it is possible for even a 
new store in a small community to operate profitably. 


€6 WV OMEN are really proud to tell their friends they 
have bought a pair of Peacocks at Chitwood’s and the 
same is true of Paradise and all of our other lines. 
Trade in the better grades is increasing at a most satis- 
factory rate. I am just as sure as can be that this 
would not be happening, had I stocked shoes of equal 
price and style value, yet in unbranded lines. 

“In the light of the past two years’ retailing, we have 
been astounded to observe how quickly a patron can 
be satisfied with a $10.75 shoe, even more so than by 
selling a pair in the lower price brackets. Around this 
phase of small town retailing comes the private motto 
of this business, ‘One will never lose a customer by sell- 
ing her a good branded merchandise.’ 

“Window displays always feature the named shoe 
idea. Price tags carry the name of the brand. Cus- 
tomers invariably ask for the shoe by the brand name, 
which eliminates asking many price questions. In the 
men’s and children’s departments, the value of carrying 


named lines is equally as important as in the women’s 
field. 

“Since operating in my own shoe store, I have dis- 
covered branded shoes give the consumer a pleasing 
feeling of responsibility on the part of the manufac- 
turer and reliance on the part of the store. This means 
much in terms of dealing with the trade, as patrons 
register far less complaints on advertised shoes than 
they do on unknown lines. A customer will wait while 
we order some special size or pattern in one of the 
lines we carry, while I know from past experience that 
in the case of an unbranded shoe, the prospective cus- 
tomer will shop around elsewhere and not wait. 

“The small town shoe dealer can really make much 
more money for himself with branded lines, since he 
can carry a much smaller range of patterns and colors 
and a much larger range of sizes. That is just where 
many friends of mine running shoe stores in the smaller 
towns get licked. They try to spread their stock over 
so many different patterns they have no sizes to sell. 
I know that patrons can be satisfied with fewer patterns 
in branded shoes, provided the stock is a good balanced 
selection of wanted shoes. Saying in all truthfulness, 
‘This is a Peacock, Ferralli or Arch Preserver shoe and 
ii will be perfectly all right with the clothes you have 
mentioned,’ really clinches a sale. A shoe fitter must 
be right in making such a statement, as his customers 
are far too fashion-wise to be fooled. 


88 EGARDLESS of the fashion angle, a store, especial- 
ly one in a small town, must fit properly and it takes 
sizes to do the right kind of a job. We live with our trade. 
Go to church with them. Play cards with them. Go to 

[TURN TO PAGE 32, PLEASE] 
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Macy, New York, features Quality Shoe Week in a 
shoes. The simplicity of the display props, and the 
impression of elegance. 


NOVEL IDEAS __ traveris convey the 
EXPRESSED IN SHOE WINDOWS 


Originality of Design and Treatment Marks 
Many of the Current Season’s Displays— 
Evening Footwear and Slippers Assume 
Prominent Place in Varied Autumn Picture. 


SHOE men may well be proud of their achievements 
in window displays this season. From the point of 
view of general attractiveness and customer appeal, 
shoe stores generally seem to have done an excellent 
job, judging from windows we have seen in and about 
New York and from photos that have come to us from 
many cities the country over. 

Current displays devoted to evening slippers are 
especially timely and worthy of mention. I. Miller, 
in New York, promoted a new idea in their windows: 
“Evening slippers and jewels—in the same brilliant 
tones—a new exciting color tie-up.” The theme of the 
window was well worked out in jewel colors. Draperies 
were in various jewel tones—amethyst, sapphire, gold, 
emerald, turquoise, with jeweled slippers and slippers 
in jewel tones to match. To add to the brilliance of the 
window, matching jewel pieces, necklaces, pins, brace- 
lets, were shown with the slippers in corresponding 
colors. The effect, at a time when customers are think- 
ing in terms of new evening gowns and accessories to 
liven up or transform gowns of other seasons, should 
have been encouraging to any display man who was 
clocking the number of customers who stopped at the 
window. 

Cammeyer’s, of Fifth Avenue, also had an attractive 
evening slipper window, that emphasized the jewel 
idea. “Jewels at your feet,” read the caption. “The 
craze for evening slippers with jewels is the last word. 


Le/t—Bonwit-Teller offers the “Twister” orm 
The mirror frame and the draperies ly suggest 

“Smart Woman's Angle”—Bonwit-Teller’s new fashion 
magazine, a copy of which appears in the foreground. 


| 
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ares new evening gown.” This window, for the most 
part, featured platform soled shoes, the platforms 
studded with rhinestones. Rhinestone and gold 
jewelry in pins, bracelets, compacts, cigarette cases, 
was cleverly arranged to attract attention to the 
display. 

Saks Fifth Avenue devoted a window to their 
“Zuider Zee” shoes. Colorful dutch dolls shown in 
the window against a cascading background of white 
and a very simple arrangement of the shoes did much 
to enhance the effectiveness of this window. Cus- 
tomer comments were admiring—first of the display, 
then of the shoes themselves. Children dragged their 
parents over to the window—attracted by the dolls, 
they clamored for them, incidentally attracting the 
attention of their parents to the shoes shown. 

The Florsheim Shoe Store on Fifth Avenue had a 
nicely worked out series of windows. Each window 
was devoted to one exclusive feature, such as low 
heels, alligator calf, Flormaid shoes, Mascara Suede. 
Miniature models (about three feet high), clothed 
the type of costume with which shoes of this type 


Below—This window from Hartley's, Fair- 
mont, W. Va., is both timely and attractive. 
play—and the 


should be worn, were set in each window—subtly con- 

veying to the customer the shoe wardrobe idea. 
Arnold Constable’s “Chic Afoot in Sophisticated 
Black Shoes to Raise your Fashion Level” promoted 
the idea of wearing black with colored costumes—with 
wines, greens. The entire window was set in a scrolled 
frame. Speaking of frames, Slater’s “Frame of Fashion” 
shown in the upper photograph on the right-hand page 
[TURN TO PAGE 32, PLEASE] 


Right—Slater features “The Fashion Frame 
in startlingly beautiful original footwear.” * 
Here again, the unusual shape of the frame- 
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A SHOE merchant from Scotland paid us a visit 
and naturally wanted to see the stores in New York 
and meet the merchants—in order to compare the 
buying behavior of his people with the habits of our 
own. We had occasion to bring him to a number of 
stores and among them was a huge department store. 
It was one of those unseasonal, hot and sultry days 
which sometimes happen when Nature is on the loose. 
So the Scotsman left his hat behind and we walked 
bareheaded through the shops. 

While waiting for the shoe buyer to come out of 
his office, we stood in the aisle observing shoe fitting 
and the dizzy, delightful speed of people in search of 
goods. We were standing quite close to the escalator 
and up came a middle-aged woman, evidently in a 
great hurry. She walked right over to where we were 
and said: “Where is Section Ten?” She addressed 
her remarks to the visiting merchant, mistaking him 
for an employee of the store. With that delicious 
sense of humor that is to be found amongst the Scotch, 
he replied: “Lady, I’m afraid there is something wrong 
with your eyes. The optical department is on the Second 
Floor.” She retorted: “I’m not buying glasses. I want 
slippers.” He responded: “Oh, no, Lady, you need 
glasses.” Whereupon she lifted her head and not 
twenty feet away was a huge sign “Section 10.” She 
smiled and with a laugh replied: “Maybe you're right 
at that”; and went her way. 

Not more than a few minutes later, up came a woman, 
holding onto the hand of a young child, and pro- 
ceeded to ask my friend: “Where is the children’s de- 
partment?” He said: “That man over there will tell 
you” —pointing to the porter who was scrubbing the 
floor with a mop. She gave us one withering glance, 
saying: “Jt’s a heck of a note when you can’t get cour- 
teous direction in this store.” 

The merchant from Scotland said: “What an amaz- 
ing land! People are so crazy to spend their money 
that they are deaf, dumb and blind—having only one 


UTLOOK 


FREE SPENDING TIME AHEAD 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


thing in mind—buying goods in haste and possibly 
repenting at leisure. It certainly would do my busi- 
ness a world of good if my customers were as eager 
to buy. I am positively amazed at the little time, little 
attention and little appreciation of the public of the 
value of a dollar and the value and use of the items 
they buy. If your people were as cautious, critical 
and exacting as our own, your merchants would buy 
better and sell better and I have a feeling, profit better. 
Never let anybody tell you that your public is difficult 
te do business with. Come to Scotland some day and 
we will show you how hard it is to separate the money 
from the people, unless you give precisely what they 
want and long satisfactions in every pair they buy. | 
am not a bit surprised at your high rate of returns 
from the fever that I see in your stores to spend money 
and to rush off to movies and amusements.” 

So take another look at your public and put your 
shoe store into the stream of traffic that marks the 
holiday hysteria for buying goods for gifts. Shoes 
have been out of the public’s buying stream of thought 
for a number of weeks due to unseasonal weather but 
the rush for shves will come in one of those feverish 
swings that indicate that the public is possessed with 
the madness of merchandise. Things can be sold in 
shoe stores for utility and for the pleasure of giving. 

Something has happened to the American mind, fed 
on day-long radiv, night-long movies, football games, 
fun and frolic. The pace has been speeded up. No 
more is there to be found a steady shoe business day 
in and day out. Seasons that once could be measured 
and charted are now changed into short busy seasons 
and long dull weeks between. If you have the right 
thing at the right moment, it is salable. Standard 
things for standard uses are limited to customers over 
forty with spasms of freakishness coming into even 
the old customers of eighty. 

We are in a very queer period of merchandising. It 
[TURN TO PACE 48, PLEASE] 
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A Definite Program is Responsible 
for the Steady Growth and Progress of 


HEALTH SPOT SHOES 


A PROGRAM which gives the dealer a 

product made to do a definite job— 
straighten up weak feet and hold them Steady Progress 
straight. 1933 ........$ 545,237.19 
1934 723,243.93 
A PROGRAM which recognizes that the 1935. 1,018,734.70 
customer must be satisfied and receive 1986 _.  1,323,362.24 
foot comfort in order to repeat and in- 1987 _. 1,503,149.06 
fluence others to buy the product. 1938 emicipetion 1,650,000.00 

A PROGRAM which provides a profit for 


the dealer in adequate markup and no 


markdowns. There are many towns available 
where the right dealer has a splen- 


A PROGRAM of constant research and 
steady improvement, bringing the deal- Shoes. te for bel 


er a better and more saleable product. 


A PROGRAM which furnishes the dealer 
educational material second to none in 
the shoe industry. 


SHOE COMPANY 


RS Manufacturers of the Most Complete 
“ Line of Corrective Shoes in America 

RS for Men, Women and Children 
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JOHN B. SWINNEY 


WHAT can be done to stabilize the retailing of the 
finer grades of women’s shoes, make it free of unfair 
competition and style piracy, and foster fair competi- 
tive opportunities? Upper Fifth Avenue shoe men 
decided at an organization meeting Friday, October 28, 
that the only way to find out is to study the experience 
of other groups of retailers and try out the method 
which seems successful in these other groups. 

About five years ago, several uptown specialty shop 
proprietors, including Edwin Goodman of Bergdorf- 
Goodman, Charles J. Oppenheim, Jr., of Jay-Thorpe, 
Adam L. Gimbel of Saks-Fifth Avenue, and others, 
organized the Uptown Retail Guild, which now com- 
prises somewhere around 250 ready-to-wear stores 
above 42nd Street, all the way from the large stores 
like Bergdorf-Goodman and Bonwit-Teller down to 
the little dress shops on Madison Avenue and the cross 
streets. During the relatively short period of its exis- 
tence, the Uptown Retail Guild has assisted in ending 
numerous abuses, eliminating destructive trade prac- 
tices, caused the disappearance of most of the so-called 
“speakeasy shops,” ended style piracy, stopped inaccu- 
rate advertising and irregular and injurious practices 
affecting sales and clearances. 

A few years ago the retail furriers, both those con- 
nected with the large specialty shops, like Saks-Fifth 
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FIFTH AVENUE SHOE MEN ORGANIZE 


FOR 
BETTER BUSINESS 
PRACTICES 


Design Protection and Elimination of 
Clearance Sale Abuses Are Aims of New 
Uptown Retail Footwear Guild in New York 


Avenue, and the independent furriers like Revillon, 
Gunther and Jaeckel, decided to get together under the 
wing of the Uptown Retail Guild, and organize to 
eliminate injurious trade practices and to stabilize the 
retailing of better furs. So they formed the Retail 
Furriers’ Guild, an affiliate of the Uptown Retail Guild, 
with Richard Jaeckel as first president. Since then 
I. M. Wheeler of Gunther’s was president for three 
years and now Murray Singer of Bergdorf-Goodman 
is in the chair. Like the U. R. G., their work has been 
to solve their problems jointly and uphold the stand- 
ards of fine furriers. 


THE shoe retailers at their recent organization meet- 
ing elected Herman B. Delman of Bergdorf-Goodman 
as chairman of the Shoe Retailers’ Guild, and Arthur 
Livers of Frank Brothers as vice-chairman. The organ- 
ization committee, consisting of Mr. Delman, Manuel 
Gerton of Saks-Fifth Avenue, Edward Cohen of Bonwit- 
Teller, Herman Schaffer of Slater’s, Harry Rosenthal 
of Shoecraft and Jack Sommers of Sommers’ on Fifty- 
seventh Street, brought in a program of the first two 

sections. 
Section First, on design protection, covers an agree- 
ment that the member stores will not buy shoes which 
[TURN TO PACE 32, PLEASE] 
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@ The Goodyear Custom and Goodyear 
Wingfoot are smart at helping even the 
finest shoes look better. They are neat, 
trim, and have no visible nail holes. 


And the very name of these two handsome heels adds 
sales appeal to any shoe. People trust the name Goodyear 
for quality—accept it as meaning the best in rubber heels. 


No wonder so many manufacturers willingly pay more 
for these tough, slow-wearing heels. They realize that 
the Goodyear Custom and Wingfoot are your smartest 


GOODYEAR HEELS THAN helpers in selling their shoes. 
ON ANY OTHER KIND 


THE GREATEST NA“ IN RUBBER 
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Sales in Six Shades 


@NLY six shades of hosiery are 
carried by the Paris Shoe Store of 
Albuquerque, New Mexico, yet careful 
selection and good salesmanship have 
built up a profitable hosiery business. 

The hosiery department is in charge 
of two smart girls who, prior to each 
season, determine which shades the 
customer will wear with each cos- 
tume, and the store stocks the six 
most popular shades. Hosiery is al- 
ways featured in the window and 
prominently displayed in the store. 
Direct mail advertising is used to 
keep the customers informed as to 
new styles in hosiery. Concentration 
on a small but popular line, plus 
weekly re-ordering, assures rapid 


turnover and good sales. 


“Shoes vs. Spinach” 
IFRANK BROTHERS SHOE STORE, 
New York, believes that it is better 
to concentrate on giving the customer 
shoes of good workmanship and 
popular style rather than trying to 
keep up with the varying moods of 
fashion in handbags, hats, hosiery, 
and other accessories. 

“We've maintained from the first 
that beauty and quality in footwear 
will always outlast the intriguing in- 
sanities of the moment. 

“Here at Frank Brothers you'll find 
shoemakers who stick to their lasts. 
No hats, no corsets, no cosmetics to 
distract us. Nothing but beautifully 
designed, exquisitely made footwear, 
sold by men who know a great deal 
about shoes.” 


A miniature stage in the window of Joslin’s Store in Denver effectively 
dramatizes their new opera pumps. 


Interesting Windows Attract 
Attention 


SMART stores use attractive and eye 
catching window displays to draw 
customers. 

The Ansonia Shoe Store on 42nd 
Street, New York, draws attention to 


“their window display of fall wine 


suedes with a huge four foot high 
wine glass filled with effervescing wine 
colored liquid. Shoes are displayed in 
glass balls suspended from the ceiling 
to stimulate bubbles. 

Rustling leaves are used by 
Kuehn’s Shoe Store, South Bend, 
Indiana, to lend atmosphere to their 
fall and winter footwear. A concealed 
fan does the trick. Crowds of window 
gazers prove once again that “win- 
dows in motion” are sure fire in stop- 
ping hurrying shoppers. 

The new Red Cross Shoe Store on 
14th Street, New York, glorifies their 
new “pirate” suedes with a large 
pirate painting in the background, a 
pirate model sitting on a sea chest, 
and shoes mounted on sword 


pedestals. 


* * 


“Shoes are no longer just some- 
thing you put your feet into, they 
have definite character and definite 
functions.” 

(The O-G Costume Bootery, Chicago) 


—OPI— 


Movable Display Racks 


AADLER’S Shoe Store, 40th Street 
and 8th Avenue, New York, took a 
shoe factory idea and made it prac- 
tical in the shoe store. A shoe rack 
three foot long and five foot high 
and having rollers on the bottom is 
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BEST IDEA OF THE WEEK 


AN ISLAND TO BLOCK THE FLOW OF TRAFFIC 
(2nd floor, Park-Brannock Shoe Store, Syracuse, N. Y.) 


O.P Ideator—“What’s the idea of putting these coun- 
ters (four square) in the way of easy access to your 
children’s department?” 


Charles W. Brannock—*“Oh, I had the store carpenter 
make separate counters, on rollers, so we could sell 
infants’ and children’s hosiery upstairs—they can be 
moved elsewhere and rearranged to suit our flexible 
needs.” 


O.P.Ideator—“What are these stands on the four 
corners?” 


+ 


Mr. Brannock—“Eyecatchers, where we display bright 
colored animals holding hosiery—no child can pass 
*em by—they are only three-quarters the height of the 
counter to lower the point of vision for the child.” 


O.PJdeator—“Well, why don’t you put bundles of 
hosiery on the counter like they do in department 
stores?” 


Mr. Brannock—“Because each of the counters has a 
glass front with samples of the hose carried—the cus- 


tomer looks into the low well and the eye and the sales- 
girl do the rest. 


“Sometimes the customer walks all around the island 
to see the complete assortment.” 


O.P.Jdeator—“But you didn’t explain why no hosiery 
is on top of the counter?” 


Mr. Brannock—“There is a two season way of doing 
things—selection and service in regular season—pick 
‘em up and wrap ‘em in clearance season. During 
clearances we put the hosiery on top of the counter so 
the customer can pick out as many pairs as wanted.” 


O.P.Jdeator—“What is that pile of boxes, all wrapped, 
addressed, and stamped—there must be over a hundred 
of them.” 


Mr. Brannock—*“Every baby born in the county is 
sent a pair of stockings with our compliments and best 
wishes. We get the names from the register of births 
and make friends from the start. Stores that are 
established institutions in the community must look far 
ahead—and it pays to be attentive as well as patient.” 


used as a traveling display rack. The 
rods and posts of the shoe rack are 
painted a bright red. The rack can 
be roiled to any part the store. This 
week it contained a display of barge 
type shoes. Next week if it rains it 
may display rubbers and during the 
holidays it will feature slippers. 
* 


“Match your evening slippers to 
the brilliant color of your jewels.” 
(I. Miller, Fifth Avenue, N. Y.) 


—OPI— 
The Public Wants to Know 


$6$0 many of us think the public 
knows all about the things it buys 
and overlook the tremendous curiosity 
of women,” says Edward V. Hall, 
manager of the Nisley Shoe Store, 
Syracuse, New York. 

Recently the store received a film 
of shoe making and shoe service from 
headquarters, and Mr. Hall proceeded 
to date up women’s clubs, schools, 
and social gatherings for a movie 
nite talk. The flow of questions follow- 
ing the pictures was a joy to the shoe 
man and an opportunity to tell each 
person who asked something about 
shoes and service in direct line to in- 
dividual problems of foot or fitting. 


“Our famous no-bite opera that’s 


easy on your instep.” 
(Franklin Simon’s, N. Y.) 


Own 


SHOE FIXERY 


HAVE YOU 


TOOTHACHE 


IN YOUR TOE? 


away at 
avorite feet our expert 


jalists, in fact, 
ho can rectify, while 
you wait if necessary, any 
one of a» hest of shoe 
irritants that can make 
i them a minor 
even 


can do « thorough job 
comfort- 

‘avorites, 
ing lifts, 
lengthening, widening, 
applying tips, in short— 
rejuvenating. And re- 
member: a better job 


costs mo more at... 


FILENE’S OWN 
SHOE FIXERY— 


The Customer Dilemma 


Clerk—“This is our most popular 
last, Lady.” 

Customer—“What do you mean 
last—the latest?” 

Clerk—“No, Lady, in making shoes 
the last comes first and the shoe is 
constructed over it. Then the last is 
taken out when the shoe is finished.” 

Customer—“That’s funny. Why do 
you call it last when it comes first?” 


—oOPI— 


FFOR an investment of a few hundred 
dollars a merchant can really make 
his store and window go to work 
during the Christmas season. Many 
persons dread the bustle of depart- 
ment stores during the Christmas 
rush and appreciate the chance to 
buy gifts in the unhurried surround- 
ings of a shoe store. Gifts such as: 


Gloves Mufflers 

Socks Handbags 

Spats Hosiery 

Shoe trees Ski boots 

Slippers Galoshes 

Suspenders Luggage 

Ties Skating shoes 

Belts Leisure footwear 

Garters Billfolds 
Rubbers 


We're serious. If your 
shoes are and 
Fixery are epecialicte at 
drawing the teeth out of 
impair your hea Ith. 
Beyond that they are 
skilled crafemen whe 
FIFTH FLOOR 
shoe repair department. 
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New Department Added to Detroit Store 


**Hollywood Shoe Box,” Carrying a Line of Popularly 
Priced Women’s Footwear, Completes Price Range of Shoes 


A NEW “Hollywood Shoe Box” annex to the women’s 
and children’s shoe department of Crowley, Milner & 
Company, Detroit department store, was opened re- 
cently. It was developed for W. H. Magee, manager 
and buyer of the department, by George Heidt of the 
Crowley-Milner staff, and displays a full line of Jolene 
shoes for women and misses. 

The new annex is alongside the department of wo- 
men’s and children’s shoes, which department is 
equipped with 218 chairs for fittings and carries $3.95 
to $10.50 shoes in four brands, “Supreme,” “Vitality,” 
“Wilbur Coon” and “Supreme, Jr.” Space for the 
“Hollywood Shoe Box” was obtained by taking up 
floor space formerly given to children’s shoes and to 
materials, creating a specially-named department, which 
was equipped with 48 chromium-plated modern chairs 
for fittings, the design being upholstered in white 
leather. The chromium trim is specially carried in the 
new department by blunt-end trim on horizontal trans- 
lucent signs which carry in silhouette lettering, Holly- 
wood Shoe Box. These signs are repeated between all 
pairs of structural columns alongside the main de- 


at Crowley, Milner & Co. Store 


partment, and also to create a special frontal showing. 

The main department front comprises display stands 
which are lettered with the respective names of the 
four groups of shoes, and alongside all is the illumi- 
nated silhouette lettering against ground glass enclosed 
within a red frame and with chromium illuminated 
ends, uniformly characteristic of the Hollywood Shoe 
Box decorative scheme. 


THE two departments are kept harmonized by the 
common use of wainscoting in natural birch, extremely 
plain, but interrupted by plate-glass display niches 
with indirect lighting, frameless beveled mirrors, and 
door entrances. Unlike the original women’s shoe 
section, the new Hollywood shop differs by having a 
decorative mural in color, poster style, on a fortuitous 
shaft belonging to the building, and by having occa- 
sional movie star portraits and a number of stars done 
in full-figure posed photographs, colored and cut out. 
These are located above the different lengths of illu- 
mined signs, Hollywood Shoe Box, which edge the 

[TURN TO PAGE 37, PLEASE] 
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It is the shoe dealer who sees a merchandising 
advantage in this fine sole leather—something 
with which to appeal to the customer’s desire to 
obtain the most for his money, who profits through 
the sale of men’s shoes bottomed with it. 

The opportunity to make money on the 
strength of a sales appeal with that which is more 
meritorious than ordinary, is constant encourage- 
ment to many to go after business in that way. 

Give some space in your store this fall and 
winter to styles of men’s shoes bottomed with the 
tops in sole leather—KISTLER BENCH BRAND. 
You'll be agreeably surprised at the way they’ll 
sell when you tell trade that the bottoms will keep 
the feet comfortable on cold days, be found moist- 
ure resisting on damp days and give greatest 
all-around satisfaction every day. 
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™ For November, 1938 
Beaters 
Boise 
Boar City Detroit we 


AMERICAN business is once more on the upswing fol- 
lowing the low level prevailing in the first half of the 
year. Increased industrial production, better wholesale 
trade, reemployment, prospects for a billion dollar ar- 
mament appropriation, increased public works expendi- 
tures—all point the way to a transition from the de- 
pression of last Spring to a marked upturn toward busi- 
ness recovery which, barring adverse developments not 
at present to be foreseen, show signs of going consider- 
ably further. 

The New York Times weekly index of business activity 
has shown a steady rise from the low of 76 for June, 
1937, to 87.7 for Oct. 22, 1938. 

The Dow-Jones index of industrial stock prices has 
shown a healthy rise from 125 in June, 1938, to 140 in 
October, 1938. 

There has been a strong and healthy upswing in the 
stock market for the last few months, and, whereas many 
business men may feel that their own businesses may 
have no direct connection with the market, nevertheless 
it is true that stock prices constitute a fairly accurate 
barometer of business confidence. And an upswing in 
the market causes an optimism which favorably affects 
all business. 

Employment and payrolls have been increasing in 
recent weeks, noticeably in the automotive industries, 


The Business Situation 


Retail Trade Lags Behind Improved Business, Yet Payrolls, Pro- 
duction and Reemployment Indicate Revival of Retail Activity. 


which increased employment and payrolls by more than 
one-third over the preceding month—35,000 reemployed 
by General Motors, 34,000 by Chrysler, 35,000 by Ford. 
plus restoration of many pay cuts—all putting greater 
purchasing power into the hands of the consumer. 

There has been a sharp upswing in building in the 
past few months following several lean years in the con- 
struction fields. Cumulative contracts in residential 
building for 1938 were, except for the corresponding 
period of 1937, the highest since 1930. So far this year. 
public awards have been about 14 per cent higher than 
in the corresponding period of a year ago. 

The Government’s proposed billion dollar armament 
program next year will reemploy many thousands both 
directly and also indirectly by bringing about huge de- 
mands in the heavy goods industries. 

Activity in the automobile, construction and armament 
industries has contributed to the upward tendency in 
steel mill operation in recent weeks. Steel mills are op- 
erating at about 46 per cent of capacity compared with 
45 per cent a year ago. 

The movement of railway freight has increased rather 
consistently for several weeks, showing more than the 
usual seasonal rate of expansion and steadily narrowing 
its margin of decline below the level of last year. 

[TURN TO PAGE 48, PLEASE] 
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PROFITS 


and Satisfied Customers by Selling 


Scholls 


ARCH SUPPORTS 


Dealers everywhere who are tying up 
to our dynamic advertising campaign 
report amazing increases in sales. Yet 
the surface has only been scratched! 


CORRECTION OF WEAK OR FALLEN ARCHES IS WHAT 
OUR ADVERTISING IS TEACHING THE PUBLIC 
TO DEMAND 


When the story of the Shoe business in 
1937 is written, one of its high spots will 
be the public’s extraordinary interest in, 
and demand for,Dr.Scholl’s Arch Supports. 
This demand is already making itself felt. 
And it will grow in volume every month 
as our advertising campaign in the leading 
national magazines and in the leading 
ethical press of the Physicians of the 
country drive home the true facts about 
individualized correction of weak and fall- 
en arches, which afflict millions. 
“Corrective” Shoes No Substitute 
for Dr. Scholl's Arch Supports 
No person’s two feet are exactly alike. One 
may be normal, the other not. One may 
have fallen arch to a slight degree, the 
other in an extreme degree. 
Individualized fitting to each foot’s pecu- 
liar needs, a feature of Dr. Scholl’s Arch 
Supports, and progressive adjustment up- 
wards by easy stages, as illustrated at the 
right, is the only scientific and logical 
of correction. 

No arch support or shoe of one standard 
elevation to fit ai] feet, can possibly meet 
these specifications. Therefore, they can- 


not correct. 


These facts are given powerful emphasis 


LARGEST INSTITUTION OF ITS KIND IN THE WORLD 


in our advertising to the consumer and to 
the physician. 

NOW is the time to align yourself with 
the forces of Demand by tying up to our 
advertising. Be prepared by ordering at 
once all the different sizes and styles of 
Dr. Scholl’s Arch 
Supports you Dt! Scholl's 
need to fit all 
cases. Write for 
new catalog. 


TRACE “ann 


SERVICE 


FREE HOME STUDY COURSE 


Our Educational Department offers Shoe 
Dealers and their salespeople a free 
Correspondence Course on the fitting and 
selling of Dr. Scholl's FOOT COMFORT 
Appliances. Write for enrollment blank. 


THE SCHOLL MFG. 
Cco., Inc. 


Maker of Dr. Scholl’s FOOT COMFORT Ap- 
pliances and Remedies for All Foot Troubles 
213 W. Schiller St., Chicago 

62 W. 14th St., New York 
112 Adelaide St., E., Toronto, Canada 


Dr. Scholl’s Arch Fitter makes 
possible INDIVIDUALIZED 
correction by molding the Sup- 
ports to the exact needs of each foot. 


™\ The foot in its original 
condition. The Support 
és very low. 


Later, after the arch is 

‘evation, 
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Novel Ideas in Shoe Windows 


[CONTINUED FROM PAGE 21] 


ated Full window to center tn 


J Tilner, dis manager, large 


ropes, to show four 
played on 


wine-colored 
accessory ensembles of shoes, ae Wine spotlights 


of this spread carries out a new idea 
effectively. 

Fall colorings and Fall leaves were 
much in abundance, adding both color 
interest and timeliness to the windows. 
The photograph from Hartley’s, of 
Fairmont, W. Va., on the right-hand 
page utilizes the Fall leaf motif—and 
the squirrels add a touch of lightness 
and gayety. Shoecraft’s “It’s Pezzazz, 
the Walking Shoe of the Year—$8.75” 
utilized Fall colors—light greens, burnt 
orange, and the accompaniment of Fall 
leaf decorations to add interest to the 
window. Hanan & Son stressed the col- 
lege angle in their “Campus Trampers 
Prefer Tyrola. Each year the college 
vote goes to these famous Hanan 
softies.” Fall draperies in orange, rust, 
green and brown, and Fall flowers 
made this particularly attractive. The 
caption was written on a large pad set 
on an easel—suggesting the school- 
room idea. The men’s window of this 
Fifth Avenue store made splendid use 
of a large painting of a cobbler at his 
bench—the central theme of the win- 
dow, set in the center of the back 
drapery. A cobbler’s bench and a foot 
stool were used as a support for the 
shoes displayed. 

Afternoon shoes were given their 
share of prominence. Macy’s sponsor- 
ing of Quality Shoe Week (see left- 
hand page, upper photograph) was 
carried out in the simplicity of the 
plateau display, and the touch of ele- 
gance given by the draperies on the 
figures. The Bonwit-Teller window at 


the bottom of the same page, showing 
the “Twister” platform pump in a 
unique and attractive setting is both 
interesting and effective. 

The Winkelman window “Glamour in 
shoes— wear Winkelman’s alligators” 
was especially attractive, featuring the 
Trylon and Perisphere idea—with shoes 
set on ledges jutting out of the trylon 
at equal intervals. 

Variety may be the spice of life— 
but it also makes the shoe business go 
round. In a transitional period such 
as the present, almost anything goes, 
so long as it is interesting, amusing, 
or just plain different. Especially does 
this apply to window displays—when 
the idea is to catch on the run—and to 
hold—the attention of a customer who 
for several years has been pampered 
by -merchants. Windows to be worth 
the shoes shown in them must be in- 
genious. Retailers are becoming in- 
creasingly aware of the importance of 
windows—and are doing an excellent 
job in holding the attention of a public 
which is continually demanding some- 
thing new. 


Fifth Avenue Shoe Men 
Organize 


[CONTINUED FROM PAGE 24] 


are pirated copies of original designs 
or which are copies of original styles 
registered with or checked by the Shoe 
Fashion Guild. 


Section Two on the program is in- 
tended to eliminate the abuses and de- 
structive practices which have attended 
seasonal clearance sales; the method to 
be used is similar to that adopted by 
the Uptown Retail Guild from the be- 
ginning. 

So far the program consists of the 
above two steps. In general the mem- 
bers agree to follow the general fair 
trade practice rules of the Uptown 
Retail Guild, except as they may be 
modified particularly as applying to 
shoe retailing. 

The following have already signed 
the organization papers of the Shoe 
Retailers’ Guild: 

Bergdorf-Goodman, J. & J. Slater, 
Bonwit-Teller, Frank Brothers, Jay 
Thorpe, Shoecraft, Milgrim’s, Hanan 
& Son, De Pinna, I. Miller, Saks-Fifth 
Ave., Lawrence Parker, Vanity Boot 
Shop, French Bootery and Sommers’. 

The headquarters of the Guild will 
be at the Uptown Retail Guild, 730 
Fifth Avenue. By-laws and fair trade 
practice rules are now being drawn 
by the Guild attorneys, Strauss, Reich 
and Boyer, under the direction of the 
organization committee, and the pro- 
gram on design protection, and on 
clearance agreements is effective at 
once. 


What’s Your Future in Shoes? 
[CONTINUED FROM PAGE 19] 


dances, picnics and what not. They are 
our friends and neighbors. We must 
sell them footwear that is absolutely 
satisfactory in every particular. Sizes 
are most important. Fitting must be 
right. An X-ray machine helps us in 
our fitting problems, but the backing 
of our sources of supply enables us to 
carry sizes from quads right on up and 
down through 10’s. 

“It would not be possible to do this 
with a mixed stock of many patterns 
and kinds of shoes. It can be done with 
branded shoes as outlined. 

“To my way of reasoning that is the 
solution to the entire problem of how 
the small town shoe retailer can hope 
to survive, increase his business, broaden 
his selling scope by reaching into the 
hitherto neglected fields of better shoes. 

“Ever changing methods of selling 
and presentation are taking place. We 
fellows in the small communities must 
have first-hand information of what is 
happening. We must read our RE- 
corpER. We must go to market, make 
reasonably frequent visits to the large 
stores in the big cities where a friendly 
welcome awaits us from the biggest and 
busiest buyers. We must show new 
things while they are new. Platform 
shoes were introduced in San Luis 
Obispo concurrently with San Fran- 
cisco and Los Angeles. And we must 
concentrate on the merchandise which 
sells the easiest and makes the largest 
net returns to those handling it, good 
branded shoes.” 
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Natural Bridge Shoemakers 
Division of Craddock+:Terry Company 
eynchburg, Virginia 


More ghoes Will Be gold By | 
» > and Bettst informed Bride Dealers. 
ro Coast the new Spring Line, and spreading 
the bigge™* news it -the merchans rhe country 
= {= over saying “Natural Bridge she line for "39. 
AG They re prightet, keenet styled chan’ eve™ and 
puilt Herter Hitting jasts to KEEP Natural Bricige 
the Best Fitters the field, and what's More they t© 
packed by more scientifically aanonal 
| advertising in 1939: 
S ARITA Natutal has. anew concept of the place of the 
merchant and the shoe fitcet shoe selling, and hes 
ro belp sell more Natural Bridge q 
4, Investigat® the NEw Naural Bridge Franchise Plan. 


[34] 


MEN'S SHEARLING EVERETT 


The 


> Available in all authentic colors and shades 
with and heel of 
electrified ing pedded soles. 
Priced to retail at Women's 
styles $2.00 to $4.50. 


is liable in all over 
>» The Men's Everett = 


$2.00 to $4.50. 
Consumer acceptance of Footgluv slippers 
constantly Increasing. 


ASK FOR OUR NEW “VOLUME 
38" CATALOG — illustrating 

our complete line of men's, 

women's and children's 


SWAN SHOE company 


2100 AIKEN STREET. 
BALTIMORE, MARYLAND 

New Yous Or 
Cue aco Orr 


Los Anceres 


> Mayward Motel 


163 Jackson Street 
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| profits can be made by shoe men who 
will sel] the firms which give good-will 
gifts to their best customers or em- 
ployees at Christmas time. Pointing 
out that giving hosiery cr footwear is 
as practical as giving money, but far 
|more exciting is a good plan of ap- 
proach. The best part of this idea is 
that it doesn’t cost a thing to put it 
over; only a little work. 


Tip for Business Girls 

8. One shoe retailer last year made a 
mailing list of business girls and sent 
them a sales letter and gift suggestion 
list. The letter ran: “Dear Miss ——. 
If you are tired of giving that male in 
your life tobacco or ties for Christmas, 
may we suggest that you give him 
something that he really wants—foot- 
wear. If you will drop in we will be 
glad to help you in every way we can. 
Or if you do not wish to do the actual 
selecting, why not use a Gift Certificate. 
The latter will enable him to buy any 
styles or patterns he wants. Give him 
not only a good surprise but the thrill 
of his Christmas life with a gift he will 
really appreciate.” 


New Customer Contest 


9. A store-wide contest for introduc- 
tion of prospective customers boosted 
sales for a Denver store. This contest, 
with nothing unusual to it, succeeded 
in bringing in many personal friends 
of employees from the salespeople 
themselves to the porter. This store 
also used the telephone for solicitation 
purposes during lulls in trade. Each 
salesperson called personal friends, ex- 
plaining special styles available as un- 
usual gifts. 


Post Card Promotion 


10. Using the most economical type 
of direct-mail advertising, a Mid-West- 
ern retailer hit upon his most effective 
promotional idea with only a penny 
postcard. The message side of the card 
was ruled off in columns to include the 
name of the receiver, the type of mer- 
chandise and the price. The two col- 
umns that dealt with price and type 
of shoe and hosiery items were printed 
with representative pieces of merchan- 
dise and their respective prices while 
the open spaces represented the re- 
ceivers’ names. “Use this card for your 
| gift shopping list and save money at 
our shoe store,” was the heading ahove 
the rulings described. 


Hosiery Sure to Please 


11. The subject of hosiery as the 
| ideal sure-to-please gift should be 
| brought up during every store transac- 
| tion during the entire month of Decem- 
| ber. Many customers are buying for 


Fifteen Christmas Promotion Pointers 


[CONTINUED FROM PAGE 15] 


their own needs during that period or 
come in to buy footwear as gifts, and 
extra profit sales can be made by push- 
ing hosiery. This is particularly true 
of the undecided type of customer who 
has not done her gift shopping early 
and who needs help in making up her 
mind. 


Everybody Needs Shoes 


12. One shoe retailer has his sales- 
people consistently point out the fact 
that everyone is sure to need footwear 
and that few indeed are the men or 
women who have too many shoes, ho- 
siery or other items carried in stock. 
He also has them mention in their sell- 
ing talks how easy it is to wrap and 
mail all types of footwear items and 
how light in weight they are for mail- 
ing purposes. 


Simplifying the Style Problem 


13. The type of Christmas customer 
who waits until late December to buy 
is almost invariably hesitant about 
styles or colors, one shoe retailer points 
out. As soon as this point in the gift 
sale is reached, his salespeople point 
out the wide range of choice within the 
safest single mode color or style group. 


Extra Pair Specials 


14. One store builds a healthy volume 
in shoes and hosiery each year by fea- 
turing an extra pair price special. They 
have found that a customer buying one 
or two pairs for gifts will listen eagerly 
when she finds she can get a third pair 
for herself at a saving. Generally this 
reduction for a three-pair purchase is 
used only on medium and top-price 


groups. 


Window Full of Suggestions 


15. Another store each year sets up 
a suggestion window display that is 
all-inclusive. It is of course decorated 
with the familiar Christmas back- 
grounds. On the window floor are set 
shoe boxes tilted at an angle and in 
each a suggested item. A little card 
bearing the price and the suggested 
recipient is set before each. 


Three, Four, Girdle My Shoe 


[CONTINUED FROM PAGE 17] 


sell so well is that they are a delight 
to lazy, or, to put it more politely, 
“busy” women. 

And the idea behind this conversa- 
tion is that you could make an eye 
attracting window display of this idea. 
And you could use it for conversation 
at the fitting stool when you show 
almost any shoe in the next few weeks 
. . . while the monk and angel and 
Arab, etc., dresses are all going strong! 
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ACIER 
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WOMEN'S CORDUROY SCUFF 
| 
trified colored shearling lining. Leather soles. 
a. {Also made on Women's last style No. 9150.) 3 
ae Priced to retail at $4.50. Other men's styles : 
| 
Sue slippers. 
au 


KEEP THE FEET YOUNG 
“the: way these shoes are ‘styled and made sets them ‘ 


apart from any line at a similar price. Aid the exclusive 
feature is. a scles builder—bringing a constant 
repeat business to the stores where Ait-Tred Shoes care ‘< . 
sold. Inspect the line—see the refinements and detail- 
ing which you associate with.shoes at far higher prices. 
-with its comprehensive advertising program for 1939. . 


‘Here is d rare opportunity for Volume, Turn-over. Profit. 
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TRUE STORY No. 7 

Not fiction but fact furnished by Wright Arch 
Preserver dealers . . . and but one of many 
such true experiences frequently sent to us. 


“My feet are just about killing mel” said the man 
who limped into Shean's Shoe Shoppe in Wor- 
cester, Mass. one day last Summer. “|! don't buy 
cheap shoes, either. Can you do anything for me? 


Ten minutes later Mr. Shean had “done sorne- 
thing," and Wright Arch Preserver Shoes had 
changed the man's frowns to smiles. In fact, he was 
so happy about the answer that he bought three 
pairs oF Arch Preservers. 


But that's not alll Within a month this satisfied 
customer had returned with his wife, two daughters, 
and two sons. Sales results: four pairs of Wright 
Arch Preserver Shoes for men, four women's Arch 
Preservers and one boys’. And since then each 
member of the family has repeated. 


There's a moral to this story. Wright Arch 
Preserver purchasers become foot-happy customers. 
They tell others. One sale leads to another. . . 
because you are selling not only high-style shoes 
for men, but shoes that have four patented foot 
health features. Send for full information on the 
Wright Arch Preserver franchise today. 


D SHOES FOR MEN 


WRIGHT £-CO.INC., ROCKLAND, MASS 
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Arthur Livers on Program 
at Canadian Convention 


Toronto—Delegates to the National Shoe Retailers’ 
Association convention held at the Royal York Hotel 
here October 31 to November 2 disapproved of a 
suggestion advanced by Charles Levingston, of Hamil- 
ton, Ont., that the shoe dealers seek government legis- 
lation to prevent men fitting shoes until they had 
training for such work and had passed a test that they 
were recognized fitters. The feeling of the convention 
was that the shoe retailers “were not ready for legis- 
lation” along such lines and that it was not their busi- 
ness to make such suggestions to the legislators anyway. 

Norman O. Hipel, Minister of Labor for Ontario, told 
the association that, he hoped a minimum wage order 
affecting men workers soon would be enacted in Ontario 
and requested that business men and merchants would 
cooperate with the government in this regard. He also 
declared he was convinced the Ontario Legislature 
would have to pass some unemployment insurance 
statutes. 

Coming from New York City, Arthur Livers, presi- 
dent of Frank Bros., in a talk on “Mind Your Own 
Business,” held that “shoes nowadays, in the States 
particularly, are changing too quickly with fashion.” 
“I am not saying,” he asserted, “we shouldn’t have new 
styles. New styles when they are an improvement in 
the comfort of the shoes are important, but I do say 
there are too many fads in the shoe business today and 
a wise merchant knows his own clientele and buys what 
they require. 

“It is the duty of every shoe dealer to cater to the 
wants of his old customers year after year and they 
deserve to find the kind of shoes they are accustomed 
to wearing. 

_J. J. McHale, head of the Scott & McHale Shoe Co., 
London, Ontario, said labor and management had gone 
into actual partnership at that company’s plant and 
that 221/5 of every dollar received from sales went 
into a “production pool” which guarantees the opera- 
tion of a plan by which full-time employment was en- 
joyed by 85 to 90 per cent of the workers. Only one 
other plant in the world, that being in Milwaukee, had 
such a plan in operation, said Mr. McHale. 

Thousands of pairs of new style shoes were on view 
on four floors of the Royal York Hotel, displaying the 
handiwork of the Canadian shoe artisans. Heels were 
a surprise, especially the spool heel, poker chip heel 
and the corkscrew heel. The leather, too, is new, 
standing out in sculptured style by padded ridges. 

The elections for the year 1938-39 resulted in Bruce 
Cardwell of Toronto being named association president, 
and the following members being selected as the 
directorate: Foster Bray, New Toronto, Ont.; Eugene 
Corbeil, Montreal, Que.; Forbes Raven, St. Thomas, 
Ont.; W. J. Trott, Windsor, Ont., and E. H. Carl, St. 
Catharines, Ont. 
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You have probably read about the new Policy of Special- 
ization here at the Brown Shoe Company. 

We salesmen formerly handled the whole line, including 
shoes for men. Now we are concentrating on Air Step Shoes 
for women, Buster Brown Shoes for children and other 
Brownéilt lines for women and children. 

Mr. Bush, Walter Tarlton, Ed. Boneau, Clark Gamble, Al 
White and other executives, at the Coronado Hotel in St. 
Louis last week, gave us the details on this new policy; and 
we wholeheartedly agree with a statement made recently in 
the trade papers that “it is the biggest single step ever taken by 
a general line bouse”’. 


STEPS OUT IN SPECIALIZAT:ON 


We're getting back in the field now to tell you all about it. 
In the meantime, here are a few highlights. 
Our theme for 1939 is— 
Air Step Steps Out 

But first let’s look at the background. 

Air Step Shoes for women were launched at the Chicago 
Show in January 1935. 

We had in “Air Step” about the finest name you could put 
on a woman’s shoe. 

We introduced a patented method of sole construction 
and controlled it exclusively. 

Since that time there have been many imitations, but no one else 
in the business is able to give you this popular comfort feature actu- 
ally sewed into the shoe. 

We have done a strong and consistent job of national ad- 
vertising and have the consumer well started in our direction. 


AIRY STEP snes 


This is borne out by the records of a leading women’s magazine 
which bas kept a record of all women who have inquired about 
where to get various brands of shoes. Air Step bas consistently top- 
ped all other brands in these reports. 

We have built solid national distribution. 

Our styles have had good acceptance. 

The mark-up has been appealing and dealers who have 
featured the Air Step line have made real profits with it. 

Air Step is now definitely established as a leading brand 
of shoes for women in the $6 field. 

But Mr. Bush and Walter Tarlton are not satisfied with 
that. For 1939 we are going even further. 

Carl Fliegner, our merchandise manager, knows the busi- 
ness from the retail as well as the manufacturing end. In 
planning our spring line he has examined more than 5,000 
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sketches and almost as many pull-overs. In addition he has 
had the talents of some of the finest consulting services in 
America. We are convinced that he has gone as far as it is 
humanly possible to go to translate the basic fashion trends 
of the day into Air Step styles which have real appeal to the 
big, medium-price market. 

The modern woman won't buy comfortable shoes she 
doesn’t like the looks of. 

And she won't repeat on good looking shoes that are not 
comfortable. | 

In the patented Air Step Magic Sole we have one of the 
greatest of all comfort features adaptable to high style foot- 
wear. That’s been granted all along. 

For 1939 we are going to have the ultra style to go with the 

Mr. Fliegner and his staff of 25 designers and model cut- 
ters are building into this comfort idea a new kind of style 
appeal and eye appeal. In our opinion more design energy 
is going into Air Step today than in any other $6 line in 
America. 


AIR SSTEP STEPS OUT IN DEALER OPPORTUNITY 


Actually, Mr. Fliegner had produced 175 shoes for the first 
spring showing. This is the result of endless weeks of research 
and the consideration of thousands of sketches and original 
colors from some of the best shoe designers in America. 
A majority of these shoes will have the sure-fire appeal 
you are looking for, and out of this selection you will have 
no trouble finding the answer to your next spring’s business. 
We will show you the latest versions of the new elasticized 
leathers. 

—interesting interpretations of all the new heels which are so 
much in the news today. 

—tailored type shoes, the spectator styles and styles of dressy 
afternoon—not to mention 1939 versions of our staple “bread 
and butter” numbers. 

—shoes for the woman who goes in for either conservative or high 
style effects. 


AIR J STEP STEPS OUT IN MERCHANDISING 


—shoes that match the ensemble or contrast with it. 
—blacks, tans, blues, wines and a dash of the new pastels in suede. 
—shoes for different women and for different needs of the same 


—<a wide variety of fresh, interesting, cultivated styles for every 
market. 
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Whether it’s Dallas, Texas, New York City, Hollywood or | 
Miami, you can depend on it that Mr. Fliegner’s style scouts 
have an accurate knowledge of what women want and will 
buy today. 

That’s why we say—“Air Step Steps Out in Style” just as 
Air Step in 1935 stepped out with the greatest basic im- 
provement in shoe making since the rubber heel. 


AIR STE FP Steps OUT IN ADVERTISING 


Our new advertising—most of it in full color—carries out 
this idea and in our opinion sets a new pace in shoe adver- 
tising. 

Most important of all—you will be protected in the Air 
Step line. The policy of one dealer to a community will be 
rigidly adhered to. This means that there will never be a 
dealer in the next block selling the same shoes under an- 
other name. 

We have many other new ideas for you—ideas that will 
increase turn-over and profits. 

As the company recently said in a policy announcement, 
this is the day of the Specialist rather than the Jack-of-All- 
Trades, and we look forward to the opportunity of serving 

_ you on this new and more modern basis. 


Salesmen for 
Women’s Division 

BROWN SHOE COMPANY 
St. Lovis, Mo. 
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New Department Added 
to Detroit Store 


[CONTINUED FROM PAGE 28] 


large women’s and children’s regular 
sales floor. 

The wainscoting around two sides 
of the women’s department, and en- 
closing the Hollywood Shoe Box, stands 
far in from the actual exterior walls 
of the Crowley-Milner building, and is 
the screen behind which immediate re- 
serve stock is racked in carton shelves 
with 30-inch aisles between double 
rows. The floor of the department is 
marked with display storage cases in 
natural birch to accommodate approxi- 
mately 100 cartons each, there being 
room for 2500 to 3000 pairs of stock 
shoes in these floor units. The cases 
are breast high, and the tops serve to 
display shoes, hold parcels, and ac- 
commodate needs for writing sales 
books. 


System of Shelf Racks 

The same system of shelf racks in 
different unit lengths surrounds the 
parcel department and cash desk. Only 
the small semi-circular group of dis- 
play cabinets in plate glass with Dr. 
Scholl specialties, found at the head of 
the arrangement, omits use of carton 
shelving. The structural columns of 
the building which interrupt the floor 
space are finished in rough plaster 
toned in pale olive, which unites a 
green tinted ceiling and dark gray- 
green carpet to cover the whole selling 
floor. The bases of these columns are 
surrounded with carton-accommodating 
fixtures in birch. 

The column treatment consists of a 
restrained moderne straight-line deco- 
ration in red which surrounds the top 
of each column at the ceiling, and com- 
ing down the column against a tan 
element behind it, terminates in verti- 
cal cylindrical electric lamps. Portions 
of the broad remaining surface in two 
columns carry small shelves which 
each receive a noteworthy shoe style, 
one to a shelf. 

The great expanse of plain birch 
wainscoting about ten feet high is re- 
lieved by the illuminated and inset dis- 
plays of different shoe groups. Over- 
head lighting is from electroliers with 
translucent glass at ceiling level. The 
column lights are neither too strong 
nor too low, and do not shine into the 
eyes of customers. 

Business conditions in Detroit have 
shown a marked upturn since the be- 
ginning of August, and the relation 
of the two departments—the four 
brands of women’s shoes and the 
Jolene line at $3.00 and $4.00 in the 
Hollywood Shoe Box—appears to con- 
centrate the range of showings at and 
near the prices at which greatest vol- 
umes will be sold to the Crowley- 
Milner shopping trade. 


moulded, the outer side of the form being rounded 
the graceful lines and beauty of the shoe. This streamlining 
assures foreparts that are always perfectly smooth and shapely. 


FAIRY FORMS 


Increase Sales and Profits With Your Shoe Display 


In the show window or shoe department, these new Tu-Toe 


Fairy Forms are just what you need to put new life in your dis- 
plays and more dollars in your cash register. 


Open toe styles are slated for a big season. To capitalize to the 


fullest extent on this popularity your shoe displa should be 
compelling. Tu-Toe Fairy Forms are the answer. Ankl 

always in proper position and the two tinted nails showing 
through the open toe complete the smart, natural appearance of 
the shoe. 


e straps are 


Tu-Toe forms are streamlined. Only the two inside toes are 
to preserve 


Tu-Toe Fairy Forms will repay you many times in in- 
sales. Send this coupon for complete details. 


SHOE FORM CO. INC., Dept. BS-11 
Auburn, N. Y. 


Please rush full information and prices on Tu-Toe Fairy Forms for 
plays. 
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STEWART & POTTER COMPANY 


BRANCH: UNITED LAST COMPANY 
372 CLASSON AVENUE, BROOKLYN, N. Y. 
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SHOE TRADE 


Better Trade Balance in Shoes and Leather 


Leather Exports for Nine Months Exceed Imports, and Shoe 
Exports Are Higher, According to Bureau of 
Foreign and Domestic Commerce 


Statistics at the end of September 
showed a more favorable export bal- 
ance in the leather trade of the United 
States both for September and the first 
nine months of the year. The Septem- 
ber export balance was $216,156, com- 
pared with an import balance in Sep- 
tember of last year of $419,835. For 
the nine-month period, exports exceeded 
imports by $3,720,372, compared with 
$1,504,757 in the corresponding nine 
months of 1937, according to the 
Leather and Rubber Division, Bureau 
of Foreign and Domestic Commerce. 

United States exports of leather foot- 
wear in September continued to exceed 
exports of the preceding months, as 
well as the September exports of 1937, 
with foreign shipments totaling 240,451 
pairs, valued at $463,498 in September, 
and 1,702,481 pairs, valued at $3,615,- 
555 during the first nine months of 
this year. In 1937 similar exports 
amounted to 151,174 pairs, valued at 
$347,868, and 1,331,431 pairs, valued 
at $2,958,946, respectively. Cumulative 
statistics so far this year indicate a 
gain of 27.9 per cent in quantity and 
22.2 per cent in value over the corre- 
sponding period of last year, it was 
stated. 


Imports of footwear in 
were well under those for September, 
1937, and totaled 457,088 pairs, valued 
at $279,083, this year, and 681,287 
pairs, valued at $507,554, in 1937. Of 
women’s and misses’ accounted 
for 185,239 pairs, valued at $184,248, 


with Czechoslovakia supplying 143,524 
pairs of this class of footwear, valued 
at $111,309. During the month of Sep- 
tember, 1937, imports of this type shoe 
were considerably higher at 437,369 
pairs, valued at $408,651, of which 
418,835 pairs came from Czechoslo- 
vakia, with a value of $363,659, sta- 
tistics show. 

Importations of footwear for the first 
nine months of this year amounted to 
4,938,823 pairs, a decrease from 5,468,- 
632 pairs for the corresponding period 
last year. The value of such imports 
this year, however, was only slightly 
lower at $3,214,586, compared to $3,- 
343,359 in 1937. Values were more 
nearly the same because of a rise in 
the average value of low-grade im- 
ported shoes from 13.2c per pair in 
January-September, 1937, period, to 
20.1¢c per pair during the corresponding 
period of this year. Women’s and 
misses’ shoes also increased in volume 
of imports during the first nine months 
of this year to 2,605,809 pairs, valued 
at $2,338,737, compared with 2,414,448 
pairs, valued at $2,035,438, in 1937. Of 
these Czechoslovakia supplied 2,306,016 
pairs, with a value of $1,806,637 in 
1938, or slightly less than the quantity 
last year of 2,330,286 pairs, valued at 
$1,801,835. 

Leather exports showed declines of 
roughly one-third so far this year. 
Total shipments in September were 
valued at $933,841, against $1,387,864 

[TURN TO PAGE 40, PLEASE] 


Laughlin Joins Jones-Walsh 
Sales Staff 


St. Louis, Mo.—John Laughlin has 
joined the sales force of the Jones- 


(JOHN LAUGHLIN 


Walsh Shoe Company. Mr. Laughlin 
has been long and favorably known in 
the shoe manufacturing circles. He, at 
one time, had his own factory at Brook- 
lyn and during recent years has rep- 
resented some of the leading St. Louis 
houses. In carrying the Jones-Walsh 
line, he is to cover the cities of Chicago, 
Detroit, Buffalo and Erie. He is also 
to cover the states of Ohio, Iowa, 
Nebraska, Kansas, including Kansas 
City, Mo. 
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‘GREATER THICKNESS... 


It is the unobstructed thickness of 
resilient rubber in STA-TITE heels that \ 
makes them both comfortable and long 

wearing. STA-TITE’s patented wire 
mesh is the most progressive step in 
rubber heel construction since rubber 
heels were invented! 


STA-TITE HEELS 


are made by 


PANTHER PANCO co. CHELSEA, MASS. 


New Club Rooms for Cincinnati Shoe Men 
| 


One of the gatherings in the new club rooms of the Queen City Shoe Club located 
in the Netherland Plaza Hotel, Cincinnati. 
This club recently founded by a p of Cincinnati shoe men for the benefit of 
well patronized. In the short length of time since its beginning the membership 
has gone well over the anticipated number and the membership committee is still 
at work signing up new members. 
The club invites shoe men from all parts of the country to see the club rooms 
when they are in Cincinnati and assures them of a hearty welcome at all times. 


N.LS.A. to Meet in Baltimore Baltimore Hotel, Baltimore, the week 


of Aug. 7, 1939, according to an an- 
BavtimoreE, Mp.—The 1939 Conven- nouncement just released by Hull Bron- 
son, executive secretary, Washington, 


tion of the National Industrial Stores 
D. C. Over 1000 industrial department 


Association will be held at the Lord 
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stores, operated by or affiliated with 
large parent companies in the coal, 
steel, textile, lumber and other major 
industries are members of the associ- 
ation. All industrial stores sell not 
only working shoes, but footwear for 
the complete family. 


New Men’s Shop in Detroit 


Detroit, Micu.—Joe Geselis has 
opened a shop at 13952 Woodward Ave- 
nue, specializing in men’s popular- 
priced shoes. New and modern fixtures 
and equipment make this an attractive 
addition to Detroit’s north end business 
section. 


Better Trade Balance in Shoes 
and Leather 
[CONTINUED FROM PAGE 39] 


for the same period of 1937. During 
the first nine months, such exports 
amounted to $9,088,710 this year and 
$13,655,228 during last year. Patent 
leather shipments in September showed 
a slight increase over the year before 
in quantity, with 866,098 square feet 
exported, with a value of $146,071, 
while in the same month of 1937 we ex- 
ported 1,165,916 square feet, valued at 
$244,952. Nine-month figures show a 
total of 8,725,464 square feet, valued 
at $1,438,197, exported so far this year, 
compared with 10,199,688 square feet, 
valued at $2,279,131, in the nine 
months of 1937. Upper and lining 
leathers were exported to the amount 
of 3,059,661 square feet, valued at 
$563,365, in September, while during 
the first nine months the volume was 
30,483,096 square feet, valued at $5,- 
806,865. Similar statistics last year 
were considerably higher at 3,507,211 
square feet, valued at $854,383, in Sep- 
tember, and 38,781,612 square feet, 
with a value of $8,910,100, during the 
first nine months. Sole and other 
leather export shipments were also 
somewhat below those for last year. 
They were valued at $224,405 in Sep- 
tember and $1,843,648 January-Septem- 
ber, 1938, while last year they were 
valued at $288,529 and $2,465,997, re- 
spectively. 

Leather imports likewise showed 
marked declines, however. Total leather 
importations in September were val- 
ued at $682,122 and at $5,196,032 dur- 
ing the period January-September. In 
1937, arrivals were valued at $1,037,- 
847 and $9,213,765, respectively. Bovine 
leather imports for September were 
valued at $499,650 and at $3,689,117 
for the first nine months, as compared 
to $817,463 and $6,890,277 during simi- 
lar periods in 1937. Other leather im- 
ports amounted to $182,472 in Septem- 
ber and $1,506,915 January-September 
during this year, and $220,384 and $2,- 
$23,488 in the corresponding periods 
of last year. 
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DATES TO REMEMBER 


Spring Opening Shoe Fashion Guild of 
America, New York City 


November 14, 15, 16, 1938 


Monthly Shoe Buyers Days, Chicago 


E. A. Richardson, 
New Yorker, New York 
December 4, 5, 6, 7, 1938 
National Shoe Fair, Hotel Stevens 
Chicago, Ill. ....January 3, 4, 5, 6, 1939 
Michigan Annual Shoe Fair, Hotel 
Statler, Detroit, Mich. 
January 8, 9, 10, 1939 
Northwestern Shoe Retailers Associa- 
tion, Annual Convention, Hotel St. 
Paul, St. Paul Minn. 
January 8, 9, 10, 1939 
Charlotte Shoe Fair, Hotels Charlotte 
and Selwyn, Charlotte, N. C. 
January 8, 9, 10, 1939 
17th Annual Beston Shoe Show and 
Convention, Hotel Statler, Boston, 
January 9, 10, 11, 1939 


Joint Convention, Southwestern Shoe 
Travelers Association and Texas- 
Oklahoma Shoe Retailers’ Associa- 
tion, Gunter Hotel, San Antonio, 
ED ascesocs January 15, 16, 17, 18, 1939 

16th Annual Shoe Buyers’ Week, In- 
diana Shoe Travelers Association, 
Claypool Hotel, Indianapolis, Ind. 

January 15, 16, 17, 1939 

Southern Shoe Exposition, E. A. Rich- 
ardson. Manager, Tutwiler Hotel, 
Birmingham, Ala. 


January 15, 16, 17, 1939 
Middle Atlantic Shoe Retailers Asso- 
ciation, 25th Annual Convention and 
Exhibition, Lord Baltimore Hotel, 
Baltimore, Md. 
February 12, 13, 14, 1939 
Annual Convention, Illinois Shoe Re- 
tailers and Shoe Travelers, Pere 
Marquette Hotel, Peoria, 
May 21, 22, 1939 


Midwest Shoe Fair, Netherland Plaza 
Cincinnati, 


Hotel, Ohio 
11, 13, 1939 
Annual Convention, California Shoe 
Retailers Bilt- 
more, Les Angeles, Calif. 
June 12, 13, 14, 1939 


McMahan Brothers Open 
New Store 
WaAsHINGTON, D. C. — John and 


Palmer McMahan have recently opened 
a Health Spot Shoe Shop at 739 15th 
Street, N. W., in Washington. 

This shop carries the standard 
Health Spot window that is being fea- 
tured in approximately 120 such shops 
throughout the United States. The 


window trims used in these shops are 
carefully designed to attract and im- 
press foot sufferers, and the shops are 
all being operated under a very defi- 
nite formula: 

1. The right location with the right 
amount and kind of traffic. 


TO BE 
ADVERTISED 
in ESQUIRE 


No Counter 
No Box Toe 
No Vamp Lining 


t 
= 


IN STOCK JANUARY 1, 1939 
Stock No. 3031, Natural Gauchohide 
with Natural Smooth Crepe Sole. 

Stock No. 3032, Chestnut Gaucho- 


Sizes B 7-12, C 6-12, D 6-12... 
Again Winthrop scores a smashing “volume” win 
with a leisure shoe that will rope in hundreds of 
new customers for you. 

Backed by a brilliant promotional plan that in- 
cludes a special Esquire ad, The Gaucho joins 
other Winthrop successes to make 


Winthrop YOUR Winner for 1939 


[41] 


WINTHROP’S SENSATIONAL NEW 
HAND-WOVEN SHOE 


hide with Natural Gauchohide Lac- 
ing. Natural Smooth Crepe Sole. 


Stock No. 3033, Chestnut Gaucho- 
hide with Leather Sole. 


$3.25 Terms 5% 30 Days 


WINTHROP SHOE COMPANY 
Division of International Shoe Co. 


St. Louis, Mo. 


2. Standard windows and window 
trims. 

8. Specially trained men inside the 
store. 

This formula is proving to be ex- 
tremely successful, and Health Spot 
Shoe Shops start showing an operating 
profit within an average of two to four 
months. Some have gone into a profit 
after the first month’s operations. 


Black Suedes Lead in Detroit 


Detroit, Mich.—“Black suede is the 
big item this season,” Nathan Hack, 
president of the Hack Shoe Company, 
reports. “Brown suede has fallen away 


off in Detroit trade—probably twenty 
per cent this season. Black gabardine 
is another material that is away off 
from normal business, with the growing 
popularity of black suede distinctly 


replacing it.” 


Travelers to Hold 
Feather Party 


Detroit, Mich.—The Michigan Shoe 
Travelers Club is holding a Feather 
Party on Sunday, November 20, at the 
Tuller Hotel. Event is in charge of 
President Frank J. McCloskey, and 
Herman Meyer, chairman of the ar- 
rangements for the Shoe Fair. 


| 
| 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill. 
November 28, 29, 1938 ( 
Shoe Manufacturers’ Spring Opening, ‘ 
Constroction | 
> 


Soles and Heels METAL FLEX Non-Slip 
LITHOX Cushioned Back 
No SPREAD, No CURL, No BULGE 


THE LITHOX Corp. 
Wapakoneta, Ohio, U. S. A. 


DURAKALF 
in standard weights 
and colors is 
ALWAYS available 


ESPRO INC. 


Cranston, Rhode Island, U. S.A. 


Decline 


WasaincTon, D. C.—The Commerce 
Department reports that exports of rub- 
ber footwear, heels and soles declined 
18.5 per cent during the first nine 
months of 1938 as compared with the 
same period in 1937. Exports of all 
rubber products declined 18.3 per cent. 


Bender and Marx Join 
Hamilton-Brown 


Sr. Louis, Mo.—W. L. Collins, presi- 
dent of the Hamilton-Brown Shoe 
Company, has announced that Arthur 
Bender had become associated with the 
company. Mr. Bender is an outstand- 


ing designer and merchandiser of 
women’s style footwear. In his new 
connection with Hamilton-Brown, he is 
to have charge of styling and sales of 
the entire production of Hamilton- 
Brown’s Sun Light plant which is being 
reopened after a period of nine years’ 
idleness. 


Mr. Bender occupies a unique niche 


On the other hand, imports of rubber in the shoe industry. Following his 
footwear, heels and soles dropped 24.1 graduation from Columbia University 
per cent over the same period, while the in 1919 with a degree in engineering, 

per cent. 


started at the bench, ascended through 


Mrs. Day’s “IDEAL” 


These are little shoes, but they carry 
the biggest name in the baby shoe 
business—"Mrs. Day's Ideal.” The 
reputation of this name is known to 
mothers of two generations and is 
@ prime asset to the many far- 
sighted children's shoe retailers who 
use Ideal Flexible Hard soles (3-8) 
as their juvenile foundation line. 
MRS. DAY’S 

IDEAL BABY 
SHOE CO. 
DANVERS, MASS. 


other departments, winding up as a 
stellar pupil of leading Parisian shoe 
designers. In 1925 he organized Arthur 
Bender, Inc., in New York City, where 
he designed and manufactured women’s 
top-grade high-style footwear. In 1930, 
he liquidated the manufacturing end of 
his business and concentrated on styl- 
ing of shoes for other manufacturers. 
The following year, he liquidated his 
own business entirely and joined the 


ent-day open toe, heel-less, open shank 
sandals. He has been 
promoting the bag and 
tion of one material, as well as 
matching accessory idea, including 
shoe, hat and belt. He was also one 
the first to use fancy handkerchief 
for shoes as well as gold mesh 
velvet. 

In announcing the reopening of 
Sun Light plant, Mr. Collins states that 
between 400 and 500 persons will be 
employed and the daily output will ap- 
proximate 3,600 pairs. Mr. Collins 
states that the factory has a maximum 
capacity of 20,000 pairs per day and 

increases, production 


that as business 
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WHERE 
aasr MASS., U. S. A. 
Soles and Heels ~ 
ARTHUR BENDER MRS. DAY'S 
Yj R Endicott - Johnson Shoe Corporation, 
\\ Ff where during the past few years he 
designed’ and tho’ output of 
Mr. Bender has figured prominently 
SS in the transition which has taken place 
in women’s footwear during the past 
twenty years from the conventional 
2% trio of pump, oxford and boot to pres- 
: 
FRED MARX f 
‘ 
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Customized for Growing Feet 2 


@ Balanced Scientific 
Rx Lasts 

@ Long Arch - Support- 
ing Counters 

@ Right and Left Mas- 
terpiece Heels 

@ Heels W In- 
— edged at 

e Right and Left Mold- 
ed Rx Steel Shanks 

@ Nailless Stitched Heel 
Seats 


75 Styles 


IN STOCK 
Catalog on Request boots and oxfords In Btock. 


Julius Altschul, Ine. | 


Ozford. One of 
tive ) Portfolio 


Nome. 


ZOURI STORE FRONTS, Niles, Mich. 
Send ( ) Door ond Entronce Book 


@ Attention centers on your store 
when it has an appealing en- 
trance of aluminum or bronze in 
an outstanding Zouri store front. 
New book on Doors and En- 
trances FREE. Also illustrated port- 
folio of Zouri Store Fronts. 


8-1138 


will gradually climb to this figure. At 
that point, it is estimated that the ser- 
vices of over 3,000 workers will be 
required. 

At the same time, Mr. Collins an- 
nounced that Fred Marx is to be sales 
manager of the Independent and Metro- 
politan Branches of the Hamilton- 
Brown Shoe Company and that as such, 
Mr. Marx is to be in charge of all road 
men who are selling women’s shoes on 
a make-up basis, with the exception of 
Arthur Bender and Ronnie Mermel- 
stein. The two latter men will style 
their own lines for the volume trade. 

It is understood that as soon as it is 
practical, the Independent shoes will 
be transferred to the Sun Light fac- 
tory, in anticipation of which these 
shoes are now offered under the brand 
“Sunlight Fashion Footwear.” 


General Shoe Salesmen 
Shown New Lines 


NASHVILLE, TENN.—With heartening 
forecasts of a greatly increased volume 
of business anticipated for the coming 
selling season, sales representatives of 
the Jarman, Richland-Davidson, Belle 
Meade and Statler Divisions of Gen- 
eral Shoe Corporation, Nashville, Tenn., 
are now showing their new Spring and 
Summer sample lines following a series 
of group sales meetings held during 
the last week of October. 

Enthusiastic response greeted the 
presentation of the new lines in the 
various divisions. Grouping of various 
styles by promotional groups, together 
with a number of new lasts, leathers 
and patterns, featured the initial show- 
ings of the new lines. 

Concurrently with the line presenta- 
tions, salesmen of the advertised 
branded lines were presented with com- 
plete set-ups of the proposed advertis- 
ing campaigns on their respective lines 
for the coming Spring and Summer 
season. 

Jarman Shoes for Men will be ad- 
vertised each month in double-page 
color advertisements, while Jarman’s 
complete promotional dealer campaign 
will be presented to each dealer through 
the medium of sound slide films car- 
ried by each salesman. 


Fortune Shoes, manufactured by the 
Richland division, will be featured 
through a nation-wide cooperative 
newspaper campaign, and Skyrider 
Shoes for Boys, product of the Belle 
Meade division, will appear in full 
pages in Model Airplane News, the 
popular aviation magazine for boys. 


Shoe Club to Entertain 


Visiting Shoe Men 


New York—The Shoe Club has plan- 
ned an evening of entertainment for its 
members and their guests on Monday 
night, November 14, in conjunction with 
the Shoe Fashion Guild Opening in New 
York. The club has secured select seat- 
ing locations at Billy Rose’s Casa Ma- 


nana for the affair for which tickets 
may be purchased at $3.50 per person. 
This is a no-profit affair for the club 
and the tickets provide for an excellent 
menu and an evening of entertainment. 

The show will feature an outstanding 
program with such well known stars as 
Lou Holtz, Veloz and Yolande, Helen 
Morgan, Benny Fields, Borrah Minne- 
vitch and His Gang, Dorothea Lind and 
Abbott and Costello. Two well known 
bands, Vincent Lopez and Jay Free- 
man, will furnish dance music during 
the evening. 

Shoe men planning to attend the af- 
fair are urged to secure their tickets 
in advance by mail or from Miss Mor- 
ganstern, secretary of the Shoe Club, 
as no tickets will be sold at the door. 


Attractive New Women’s Store in Syracuse 


modern women’s 


i 


| 
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ties in with a blue rug, set off with bright red leather upholstered fitting chairs. 
Over the mirrors are tubular lights with reflectors which throw the light directly 
on 
with their shoes. Sherman J. Gill of the firm is personally supervising = 
new store. | 


Children's Footwear 


edicra 
“SHOES 


HAND LASTED 
CHILDREN’S SHOES 
Finest Quality 


Dancing Shoes and Taps 


PROFESSIONAL TAP DANCE SHOE 


DUCHESS 
HEEL 


DAVID T. NATHAN 
138 Lincoln St., Boston, Mass. 


W. T. Cain Celebrates 


25th Anniversary 


PRINCETON, ILL.—W. T. Cain recent- 
ly celebrated his 25th anniversary in 
the retail shoe trade in this town. Mr. 
Cain has operated a shoe store here for 
the past 25 years in the same location. 

A quarter of a century ago, he pur- 
chased the business of Wilkerson & 
Rawson and since that time has built 
up an enviable business in footwear for 
the entire family. 


Phillips Opens New Health 
Spot Shoe Shop 


Ere, Pa.—Joseph Phillips of Pitts- 
burgh, Pa., has recently opened a 
Health Spot Shoe Shop at 101 West 
Tenth Street, Erie. This is a beautiful 
shop with large spacious windows in 
which the standard Health Spot win- 
dow trim will be featured. Although 
the shop has been in operation only a 
short time, it has already developed a 
good volume of business. 


N.S.T.A. to Meet January 6-7 
at Chicago 

Boston, Mass.—The twenty-eighth 
annual convention of the National Shoe 
Travelers’ Association will be held at 
the Morrison Hotel, Chicago, Ill., Janu- 
ary 6-7, 1939. The meeting will be 
called to order by President Norman 
N. Souther. 


NORMAN N. SOUTHER 


The Board of Governors will meet at 
the Morrison Hotel on Friday, January 
6, at 9:00 A. M. Upon completion of 
the business of the Board of Governors 
the regular convention will be called 
to order by the president. Reports of 
various committees will be presented to 
the rnembers. One of the most interest- 
ing reports will be that on membership, 
which is very encouraging. 

January 6-7 were the dates decided 
on by the Board of Governors in order 
to meet the convenience of the delegates 
that nothing could interfere with their 
attendance at the National Shoe Fair, 
as also their participation in the busi- 
ness of the shoe travelers’ convention. 
The dates will give ample time for the 
serious consideration of the business to 
be transacted at the convention. 

Judging from the membership and 
activities of the National Shoe Travel- 
ers’ Association during 1938 this con- 
vention will evidently be one of the 
most outstanding in the history of the 
organization with a large attendance 
of delegates. 


Entertains Visitors to Canadian 
Shoe Show 


MONTREAL, CAN.—As a pre-conven- 
tion feature of the National Shoe Re- 
tailers Association of Canada, in 
Toronto, Mr. and Mrs. J. Gordon Knox, 
president of the association, entertained 
at a reception on October 30 at the 
Royal York Hotel. They welcomed vis- 
iting delegates and their wives. Mr. 
Knox is president. 
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NAP-SUEDED LEATHER 


Low cost... long wear... 
the ideal nap-sueded leather 
for sport, spectator, and all 
out door wear. Ask your 
manufacturer. 


SLATTERY BROS. 


TANNING COMPANY 


210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 


One of the honored guests was Hon. 
H. H. Stevens. Mr. Stevens said he 
would attend some of the sessions as a 
visitor. 

More than 300 delegates and friends 
from various parts of Canada and 
many points in the United States were 
received during the evening. 


Final Plans Made for 
Michigan Show 


Detroit, Mico.—A meeting of con- 
vention committees of both the Detroit 
Retail Shoe Dealers Association and the 
Michigan Shoe Travelers Club was held 
recently at the Statler Hotel to make 
final arrangements for the Michigan 
Shoe Fair in January. 

Plans for the Style Show are being 
completed, and this event will probably 
achieve a new rank in local events of 
its class. Present plans call for holding 
it in a downtown theatre on Sunday 
evening, preceding the formal opening 
of the Fair. Professional models will 
probably be furnished by a leading 
downtown women’s ready-to-wear store. 


Segall Joins Star Shoe Store 


Union City, N. J.—Jack Segall, for- 
merly manager of Hirsch’s Red Cross 
Shoe Shoppe, Irvington, has joined the 
Star Shoe Shop, here. 
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Danielle Dar- 
.inter- 
“nationally fa- 
“mous star of 
Universal Pic- 
tures... fea- 
tuted jin the 
"Rage of Paris’ 


 WOHL SHOE COMPANY 


No, 818F 73 
Price $2.50 


No. 845F 71 
Price $2.50 


No. 818W 96 


PARIS FASHION SHOES ARE 
NATIONALLY ADVERTISED 
IN TEN LEADING WOMEN'S 
MAGAZINES. 


le is only a part of consumer appeal. .. . Out- 
ward evidence of quality within is always most 
important... . Thal is why only the finest.mater- 
iale are’used in Paris Fashion Shoes... . That is 
why women demand Paris Fashion Shoes... « 
That is why dealers everywhere are featuring Paris 
Fashion Shoes. 
The four styles pictured are in-stock for immediate 
shipment. 
AAA TO B WIDTHS IN ALL STYLES: 
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Nurses’ Shoes 


Flexible, Shape Retaining 
NURSES’ OXFORDS 


Made on the 
New OSCO 
SUPER PLIABLE 
Process 


IN-STOCK 


* 


Brockton, Mass.— Leslie A. Hunt, 
77, for more than 50 years employed 
by local shoe manufacturers, died re- 
cently in a Brockton hospital. Consid- 
ered one of the oldest shoe salesmen 
in the area, he had been a traveling 
salesman for the R. B. Grover Shoe 
Co., the Emerson Shoe Co., and as a 
director of Field Bros. Shoe Co. 

Mr. Hunt was born in Milford, but 
had lived in this city for more than 50 
years. Up until his retirement about 


and he had in recent years taken many 
trips to Florida, Honolulu and Cali- 
fornia. 


Arthur G. Brown 


INDIANAPOLIS, IND. — Arthur G. 
Brown, manager of Marott’s Shoe Store 
for many years, died Friday morning, 
Nov. 4, at his home, 3921 Washington 
Boulevard. He was 70 years old. 

Mr. Brown suf- 
fered a fall in his 
home Sunday and 
pneumonia devel- 
oped. His health had 
been impaired for 
several years, and 
two years ago he 
relinquished the gen- 
eral management of 
the store to become 
manager of the 
= department. 

r. Brown was a 

A. Brown resident of In- 
dianapolis and member of a pioneer 
family of this city. He was, as a young 
man, manager of the old Brosnan 
Brothers department store, and went 
from there to Marott’s more than 40 
years ago. Beginning at the bottom of 
the organization, he rose steadily to 
the top. 

Funeral services were held Nov. 7, in 
the Flanner & Buchanan mortuary. 
Burial was in Crown Hill Cemetery. 

Mr. Brown was a director of the 
Merchants Association of Indianapolis 
several years and served as president 
in 1931. He was president of the In- 
dianapolis Shoe Merchants Association 
in 1929. A member of Roberts Park 
M. E. Church, Mystic Tie Lodge, F. and 
A. M.; Murat Shrine and Scottish Rite. 

Survivors are a daughter, Mrs. 
Carolyn Norton; a son, Arthur T. 
Brown, of Indianapolis, and five grand- 
children. His wife died more than a 
year ago. 

“Mr. Brown’s death is a severe blow 
not only to the institution but to the 
men and women who worked with him 
as well,” George J. Marott, owner of 
the store, said. “I am deeply affected. 
His long career with us means a great 
deal to me. The association of two men 
for almost half a century of day-by-day 
striving to please the public was a large 
part of the lives of both of us. His 
home life, his work and among his 
friends he was highly successful. His 
loss is felt very much by all of us.” 


Col. J. W. Miller 


MONTREAL, CAN. — Veteran of vet- 
erans, Colonel J. W. Miller, shoe mer- 
chant, died at Peterborough, Ontario, 
on October 29, at the age of 93. 

He was one of the last survivors of 
the Canadians who fought with the 
American Federal Army at Gettysburg. 
He was also only survivor of the 220 
stout-hearted young militiamen who 
marched from Peterborough 67 years 
ago with the Peterborough Rifle Com- 
pany to fight Fenian raiders at Ridge- 
way. At 15 he enlisted in the 6th Regi- 


PRE.WELTS 


Leather 
i—Smoke Elk 
White Elk 
Tan Ek 


as specialized in healthful foot 


F.S. ELAM SHOE CO. 


176 No WATER ST, ROCHESTER, 
DIST 10 


ment of the United States Cavalry in 
1861. With the Union army he fought 
with such famous generals as McClel- 
land, Hooker and Mead. 

He was with Mead at Gettysburg and 
during the battle his horse was shot 
from under him. He was taken pris- 
oner and kept in custody two months 
at Richmond. Later, in exchange for 
90 Southerners for the same number of 
Northerners, Colonel Miller regained 
his freedom. He was 0O.C. of the 57th 
Regiment in Peterborough and on out- 
break of the Great War was one of the 
first to volunteer for active service. 

In a letter to his old friend, Sir Sam 
Hughes, he begged to again shoulder a 
rifle, but the latter replied, “We were 
both born 20 years too soon.” 

Col. Miller served on the Peterbor- 
ough City Council and board of educa- 
tion and was a clerk of division court 
many years. He held honorary member- 
ships in Kiwanis Club and I.0.0.F. 
and L.O.L. 
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guidance for children. 

a 

net 
ae Owens SHOE Co. 

28 Goodhue St., Salem, Mass. 

a Leslie A. Hunt 

Robert M. Ray 

ie INDIANAPOLIS, IND.—Robert M. Ray, 

Fe age seventy-three, retired shoe mer- 

ee chant, died October 28 at his home in 

oe Milroy, Ind. He had been engaged in 
Bs a 14 years ago, he was one of the best the shoe business in Rushville, Ind., 

= known salesmen in the shoe industry for almost a quarter of a century, and 
a from this section. was known by many of the shoe sales- 

Pie His chief hobby had been traveling men. 
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GOODYEAR WELT SHOES are readily 
adaptable to the modern platform types 
and provide a wide variety of striking 
effects featuring full platforms with dec- 
orative bindings or beaded welting in 


smart contrasting colors. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Edwards shoes for children. New styles 
. . . new materials . . . new lasts. A complete 
line of basic welts, process and orthopedic 
shoes that meet EVERY need of EVERY child 
from six months to thirteen years. 


Let Edwards show you the sure way to better 
turnover and good PROFITS! 


J. EDWARDS & COMPANY 
314-322 NORTH TWELFTH ST., PHILADELPHIA, PA. 
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Editor’s Outlook 


[CONTINUED FROM PAGE 22] 


wasn’t of your making so you've got to take it as it 
comes. You've got td keep your shoe store flexible as 
well as fascinating. You've got to tempt people to buy 
by showing the new—and then endeavoring to convince 
them that for their practical use and for their practical 
needs regular shoes for regular purposes come first. 

This new leisure that comes through shorter hours 
of work and more idle time develops new uses of foot- 
wear and in a way it may be all for the best when you 
consider that traffic in shoe stores can be increased in 
the holiday season. For a generation, shoe stores have 
been out of the holiday picture, the quietest shops on 
the street. Maybe there is an opportunity for the shoe 
merchant to get some of this free-spending money. It 
certainly is a strange commentary on modern day 
money to learn that we are at the high peak of install- 
meat selling—a full two million dollars more in in- 
debtedness over the seven billion dollar total of 1929. 
The fool public may be getting goods before they are 
paid for—but strange to relate, 98142% of the install- 
ment business is paid in full. 

We are indebted to the Scotsman for giving us a 
keen observer’s picture of our own people on the 
“spend” but we are sorry to say that he gave us no 
proper solution of the problem of selling regular 
shoes in a regular way to a public that should appre- 
ciate the most for the money in footwear. 


The Business Situation 


[CONTINUED FROM PAGE 30] 


Department store sales in September increased by 
more than the usual seasonal amount above the August 
figure, but were 9 per cent less than in September, 1937. 
In recent weeks, however, unseasonably high tempera- 
tures have caused a further decrease. 

In spite of record wheat, corn and cotton crops there 
was a slight advance in the general level of prices re- 
ceived by farmers last month. Conditions affecting the 
domestic demand for farm products continued to im- 
prove last month, according to the Department of Agri- 
culture; and the general outlook continues to point to 
further strengthening of demand during the Winter 
and Autumn. 

The principal feature of the banking situation in 
recent weeks has been the continued large scale move- 
ment of gold into this country, with the resulting in- 
crease in bank reserves. Excessive bank reserves mean 
that banks have an abundance of credit to meet any 
legitimate borrowing or financing needs of industry. 

Industrial production has recovered to about the level 
reached last November in the downward movement in- 
itiated in the third quarter of 1937. 
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Do you need 
HELP? 


Consult the CLAS- 
SIFIED PAGES of 


“Road” and “Inside” 


connections. 


Boot and Shoe Recorder. 


to these pages for worthwhile 


INEXPENSIVE! 
EFFECTIVE! 


BOOT AND SHOE RECORDER 


Classified Advertising Dept. 
239 W. 39th St., New York, N. Y. 


HELP 
HELP 


Men turn 


Short Backh-Part Lest te 
prevent gapping end slipping 


Let Nu-Matic FLEX-POISE Shoes bring 
you new merchandising possibilities .. . . 
extra sales .... and extra profits .... 
because they offer extra style and health 
construction features at the same price 
of ordinary shoes . . . . Start in Today! 
* Short Back-Part Last to prevent gapping and slipping. 

* Extra Toe Spring to prevent unnecessary wrinkles over vamp. 
* Outflair Wide Tread Last providing full foot treedom. 


SPECIAL 
EDGED HEEL 


ROHN SHOE MANUFACTURING CO. 
512 FLORIDA STREET, MILWAUKEE, WIS. 


Hides Futures Trading 


Rules Revised 


Cuicaco, Itu.—Futures trading in 
hides on the Chicago Mercantile Ex- 
change made a quiet and easy transi- 
tion to a new basis as recently adopted 
revisions in trading rules became effec- 
tive in the market. 

Under the revised rules the life of 
the hide certificate may extend over a 
two-year period, when inspection is 
made within one year from the time 
the hides are taken from the original 
pack. Otherwise the life of the certifi- 
cate shall be limited to one year from 
date of inspection. The rules under 
which trading in hide contracts was 
launched in Chicago on June 13 re- 
quired that domestic hides be submitted 
for inspection not later than 90 days 
after removal from the original salt 
pack and limited the life of the inspec- 
tion certificate to one year from date 
of the removal. 

An important feature of the provi- 
sion for delivery of hides more than one 
year old is the requirement that, when 
hides tendered for delivery have been 
out of the original salt pack more than 
twelve months, the seller shall make 
an allowance of 2/100’s of lc per 
pound upon the net deliverable weight 
for each month commencing with the 
13th month and including the month 
in which delivery is made. 

Consent of holders of March and 
June contracts to the new rules enabled 


the exchange to put trading in these 
deliveries on the new basis yesterday. 
A new contract was opened in Decem- 
ber, and old contracts in that month 
will be closed out under rules in effect 
at the inauguration of the market. 
Through March there is no appreciable 
difference between old and new con- 
tracts, Lloyd S. Tenny, business man- 
ager, pointed out, since hides older than 
one year are not deliverable. The Sep- 
tember, 1939, contract will be traded on 
the basis of the new rules. 

The mart’s governing board also ap- 
proved a $10.00 reduction to $30.00 in 
the charge for inspection. 


National Shoe Fair to Hold 
Display Contest 

Cuicaco, ILL.— Announcement has 
been made by the joint committee of 
the National Shoe Fair, to be held in 
Chicago January 3, 4, 5, and 6, 1939, 
that a window display contest will be 
conducted by the organization. 

Invitations are extended to all stores 
selling men’s and women’s shoes. Six 
cash prizes will be offered to the win- 
ners of the contest. Three prizes in 
cash will be awarded the best men’s 
window. The first price $50, second 
$15 and third $10. Cash prices of equal 
amounts will also be awarded for the 
best window displays featuring women’s 


oes. 
The window display contest in previ- 
ous years has attracted entries from 


the leading stores in the United States. 
Display managers of large and small 
stores alike have joined in making this 
contest one of the outstanding educa- 
tional features of the fair. 

The entries are studied by thousands 
of merchants who find the exhibit of 
photographs, new ideas in display tech- 
nique, and fresh approaches for devel- 
oping windows with selling appeal. All 
of the entries will be on display at the 
National Shoe Fair. 

There is no restriction on the num- 
ber of window photographs that can be 
entered by any one store or display 
manager. The regulations provide how- 
ever that the window must have been 
trimmed during 1938. Additional rules 
require that all photographs must be 
8 x 10 or larger. Glossy prints are 
preferable but not essential to enter the 
contest. Photographs must be mailed 
flat and each picture be identified on 
the back with firm name and name of 
window display director. 

The decisions of the judges will be 
final. All entries must be mailed not 
later than midnight December 20, 1938, 
addressed to the Window Display Con- 
test, National Shoe Fair, Stevens Hotel, 
Chicago, Illinois. 

The judges selected to determine the 
winning windows are Robert O. John- 
son, display manager, Commonwealth 
Edison Co., Chicago; Samuel Pizer, dis- 
play manager, O’Connor & Goldberg, 
Chicago; and a third judge to be ap- 
pointed later. 
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SALESMAN WANTED SALESMAN WANTED 


POSITION WANTED 


SALESMEN WANTED IN FOLLOWING TERRITORIES 


MAINE MASSACHUSETTS NEW YORK STATE 
NEW HAMPSHIRE RHODE ISLAND OHIO 

VERMONT co INDIANA 
Manufacturer of short line of men’s Goodyear welt service type shoes and 


oxfords in the $2.95 to $3.95 selling grooves, carried in stock in all widths, desires 
representation in above territories thru’ salesmen who are at present covering 
same and who are in position to take on a profit-producing side line. 

Straight commission basis. Line is backed with an aggressive direct mail adver- 
tising campaign. 

Give all details concerning yourself in first letter. Age, territory now covering and 
length of time you have covered it. Number of active accounts you now sell. 
Name of line you now handle. This information to be held in strict confidence. 
Personal interviews will be arranged with likely prospective salesmen. 

Address Ne. 7, care BOOT & SHOE RECORDER, 239 West 39th Street, New York, N. Y. 


We are reorganizing our sales force in all territories and wish to establish a new 
forceful organization of PRODUCER SALESMEN to sell our Men’s and Boys’ 
American Welt Dress Oxfords, $2.00 retailers. We offer the best styled line in 
the grade to men who have a good following. Commission 5% payable after 
shipments. In reply state line now selling plus all other information. Strictly 


dential. 
Address No. 20, ¢/o BOOT AND SHOE RECORDER, 140 Federal St., 
Boston, Mass. 


i = man at present as assistant 


chain, desires 
uainted with popu- 
lar price shoes. Can also advertising lay- 


ay ill be free January 
Address No. care Boot & Re 
West 39th St New York, Y. 


FREE PATENT 


Side line Salesmen selling large retailers a 
side line of unsurpassed even: cs sandals, re- 


00. No. care Boot 
hoe Recorder, 140 Federal Boston, 


SALESMEN 


If selling 
line it is TENNIS shoes. Can be 
carried as a side line. Write us at 
once sta terri covered, ex- 

mmission remitted semi-monthly. 
Address Ne. 21, ¢/e BOOT AND SHOE RECORDER, LINE WANTED 
140 Federal St., Boston, Mass. 


ALESMAN, large covering Arkan- 
ro Mississippi Alabama, wants Eastern 


° line of ladies’ ’s dress 
SALESMEN: Entire country to \ novelty or mens shoes, $2 


own car. o. 

19, Boot amd Shoe Recorder, 239 West 39th FOR SALE 

Street, New York City. 


Noy feowrear, new front. Fifteet miles {rom 

G ALESMAN WANTED—For Texas; by mid- ity footwear, new front. Fifteen mil 
west wholesale house. Give age and s 2. Cc Address No. 18, care Boot & Shoe 


SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
y ~4 SHOE COMPANY, tac. 


79-81 READE STREET, NEW YORK, WM. Y. 
Telephone WORTH 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini 
mum For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


| 
| 
PATENT ATTORNEY 
PATENT YOUR IDE/ 
send 2 Sketch or Modet 
D ot your wvention for 
E CONFIDENTIAL 
WANTED TO PURCHASE 
ie WE BUY 
Entire or Wholesale and Retail 
Stocks. Also Branded Shees such as 
tonians, Stetson, Red Cross, Nunn-Bush, Bte. 
IBVIN BRUBIN 
“The House of Jobe” 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New Yerk City 
‘ad Buyers of Surplus Stocks 
Reserder, 149 Vetere! St, Becton, BUSINESS OPPORTUNITY CO. lnc. 
106 Duane St. New 
Sh LESMEN Wanted: To cover the States of 
eek Saissouri (exclusive of St. Louis), Kansas, PROFIT and opportunity unlimited on my Phone WOrth 2-5877 and 5878 
oe Colorado, New Mexico, Utah, and Arizona, by unique method baby shoes into 
eae well known manufacturer producing fast selling, Book Ends and Mantel Instructions 
ae lar priced line of Boys’ and Girls’ Shoes. very reasonable. Write—M. E. Watson, Belle- 
Bete lete line carried in stock. Compensation fontaine, Ohio. 
Be address should be counted. 
ae The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
fa Classified advertising is payable in advance. 
+e S@™” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@8 
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Who Sold These Shoes? 


New Yorxk—Gathering mushrooms on 
Friday afternoon, October 28, in a 
heavily wooded section known as Na- 
ture Study Park, just east of Hutchin- 
son River Parkway, in Westchester 
County, N. Y., two men came suddenly 
upon the skeleton of a man partially 
hidden in the underbrush and almost 
buried in mud, left after September 
floodwaters had receded. Aghast at 


their unexpected discovery, they made. 


only a cursory examination and then 
hastened to notify the Westchester 
County Police, who immediately started 
an investigation in an effort to estab- 
lish identity. 

According to the report of the medi- 
cal examiner, the man must have been 
in the neighborhood of five feet, nine 
inches tall, but it was impossible to 
form any conjecture as to his weight 
or appearance. His clothing was de- 
composed beyond recognition anu bore 
no marks which would be helpful in 
tracing its origin. Aside from a few 
small pieces of fabric from shirt and 
underwear, a pair of glasses, a Gillette 
razor and the shoes worn by the de- 
ceased were the only objects found 
near the body. 

The linings had disappeared from 
the shoes and the seams had rotted 
away, but it was apparent that they 
were black calf bals, size 10, with 
straight tip, carrying a single row of 
small perforations across the edge of 
the tip. With the exception of the 
size, all markings that might have been 
helpful in tracing the shoes had been 
obliterated. The medical examiner’s re- 
port. however, established one signifi- 
cant fact. Apparently the man, at some 
time in his life, had suffered an injury 
to his right foot, as a result of which 
the toes had apparently been ar:putated 
straight across to ‘tie first joint. The 
instep likewise bore the mark of in- 
jury, being raised at one point some- 


il 


Ey 


what higher than would be the case 
with a normal foot. The shoes had been 
half-soled and carried a rubber heel, 
but the latter was worn down beyond 
identification. The right shoe was some- 
what misshapen in the forepart, and 
this fact seemed to corroborate the 
evidence of foot deformity. 

Baffled in their search for evidence 
that might be of use in establishing an 
identification, Westchester County Po- 
lice enlisted the cooperation of Boor 
AND SHOE ReEcoRDER and the above 
description is published with the 
thought that some retailer or salesman 
might recall having fitted such a pair 
of shoes to an individual whose right 
foot gave evidence of deformities like 
those mentioned. In such case, it is re- 
quested that the information be com- 
municated as soon as possible to 
Detective James E. Clark, care of West- 
chester County Parkway Police, Bronx- 
ville, N. Y. The telephone number is 
Bronxville 2400. 


Detroit Store Enlarged 


Detroit, Micu.—Jong’s Shoes, east 
side store at 9119 Gratiot Avenue, has 
just completed enlargement, by adding 
a store adjoining the original location 
on the east, and doubling the actual 
store space. The old entrance is being 
closed up, and main entrance will be 
through the new store, which will also 
be the main selling space. The second 
store—the older part of the business— 
will remain chiefly as a stockroom and 
additional overflow selling space, for 
possible use on busy days. It remains 
furnished with full fitting equipment 
and carries a large volume of stock as 
well. 
The store caters to the general fam- 
ily trade, with a homelike atmosphere 


END, SHOE COMPLAINTS 


WITH THIS 


AMAZING NEW INVENTION 


Here at last is the 
shoe that 


accessory will 
tually eliminate all 
ers’ complaints. This i 

Foot Balancer, we 


Write 
sample pair and latest litera- 
Retails for $1.00 


REG. U. & A. PAT. Ne. 2,073,775 


FOOT CONTROLLER, Inc. 
47 WEST 34th ST. _N.Y.C. 


ISING, 


Clippings 


—here's how to get 


More Business! 


HE Vincent Edwards Idea Clipping Ser- 

vice has over 2,000 satisfied users. Each 

order filled according to what you want: 
wholesalers usually request best retail ads; 
manufacturers usually want ads of competi- 
tive brands. 

You will find that a study of newspaper 
ad clippings Is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 

Please tell me more about your service 
and specia! short term trial offer. 


fostered by such little touches as ferns 
right in the store. Front has been re- 
trimmed in white with red trim. 
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MERCHANTS’ NEEDS MERCHANTS’ NEEDS 
The Complete Line of MILITARY 
SHOE SHOESTAND 
~=ORNAMENTS 
buttons ond Zippers HINT THAT | 
MEN'S SHOES a 
ecessary 
No Mis-Mates with Mate Marks be seeing | metal 
2450 2450 2450 00a dozen $3.50 half dozen Rotating Heels end Gaping 
y D. POLLINGER CO. | 
WELLS Holland St. Louls, Mo. Zephre Foot Balancers re 
// VISIBLE Bidg., St. made for Mon, Women and 4 
St AND CARTON NOVODOM Turntable 
Gus V. Wells—686 45th—Des Moines, Ia. 4 weeks on fashlight \\ 
Seed Free Samples and Prices 
New York City j 
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CasH IN on the newest develo 
ment in foot comfort—Glide-O-Matic 
Arch Rester—a shoe insert with pul- 
sating action, invented by a leading 
shoe retailer. The successor to ordi- 
mary arch supports and inaccurate 
shoe adjustments, Glide-O-Matic 
Arch Rester overcomes most shoe de- 
ficiencies and does the combined job 
of a “wing pad” and a “met pad.” 


Two small pieces of pliable metal 
provide the action that makes the 
‘met pad” raise and lower automati- 
cally. Thus Glide-O-Matics s.p- 
ly a tread-base that follows the 
oot, insuring the right amount of 
support in all stages of the step. 


Glide-O-Matics are ADJUST- 
ABLE to all arch heights—weigh 
only two ounces—cannot slip out of 
place and do not make shoes slip at 
the heel. Easily changed from one 
pair of shoes to another. Made in 
all sizes for men and women. 


At $1.00 per pair, your sales e 
can sell ten rs of 
for every pair of higher priced foot 
supports. The orders from one dealer 
in an average city have ranged from 
60 to 180 pairs per week. Shoe fitters 
in that store are earning more than 


ever before. 


Glide-O-Matics allow 40%/, mark- 

. They are attractively boxed. 
Compelling displays are furnished. 
They are nationally advertised. 


Send your trial order for one dozen 
pairs at $7.20 on a money back guar- 
antee. If Glide-O-Matics do not sell 
twice as fast as any other $1.00 shoe 
insert, return them and your money 
will be refunded. 


CHARLES HENRY BROWN 


Bhe Se. New 
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Designed to captivate the caprice of the young sophisticate—the girl who likes to have loads 
and loads of shoes, and likes to pay eight seventy-five for them. DeLiso Debs combine the 
congumfate artistry of Palter DeLiso with the craftsmanship of Samuels. Quite naturally these 


‘sho&s, so modern and so trick,.will be made with Compo Equipment and Adhesive — most 


‘ 
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smart shoes. are ‘nowadays, Gompo Shoe Machinery Corp., Boston, Mass. 0 
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Fail, Endicott Johason the men 
open to give you the now-famous * 
“the biggest valve in men’s. dress welts on 
And how they sold! Dealers ordered, sold ou 
them four and five fimes. They looked their value 
. avd they went like hot cakes. 


Now we've done it again with the “9300" line... @ 
“new group of men’s Spring Sports Oxfords, built to 
standards of style and quality. 


= Hea are the styles your customers will want, in shoes 
oat obvious better valve, IN- STOCK for quick resizes 
you need them, available NOW from 
single, convenient source. We urge every retailer who: 
carries men's. shoes in this price range to place his 
Spring buy/on these “Endicott” sport welts. THERE 
NO COMPARABLE VALUE IN THE FIELD! 


COMPARE THESE QUALITY “ENDICOTT” 
FEATURES WITH SHOES SELLING FOR 


MUCH MORE PER PAIR! 


White NuBuck uppers * Two-tone tans * Ten-and- Whites * 
Smooth, one-piece jecther finings * Quraished edges * Per 
torated, sanded leather insoles * Handsome custom stvting * : 

dat quality soles * Genuine Goodyear Welt 
Construction * Full channeled bottoms. 


White NuBuck Bal Ox 
meeing tip, Oak sole, Groin inne: 
peel, Goodyear Welt. BCC 


Men s White NuBuck Venti 
mec Bal Oxford, Oak sole, Grai 
maner, Rubber heel, Goodyear Wel 
FECD, 6/11. tone ton. 
tone grey. 
White NuBuck Ba! 
ford, Oak sole, Grain inner, Rubbe 
heel, Goodyear Welt, BCD, 6/11. 


s White NuBuck Bal O 
Seat wing tip, eyelet plug, van 
foxing, Oak sole, Gra 
innety Leather hee!, Goodyear We 
BCD, 6/11, 9333—Two tone grey. 
9334—Two tone tan. 


9338—Men's two tone Bol Oxfor 
wing tip, Ook sole, Grain inne 
Leather heel, Goodyear Welt, BC 
9839—Two tone grey. 
White NuBuck. 


9328 Men's Beige Kip Bol Oxfo: 
Tony Red tip, and foxing, Ook so 

Grain inner, Robber heel, Goodye 
Welt. BOD, 6/11. 

9327—Aill White NuBuck. 


we 


9322—Men's White NuBuck Bal Ox- 
ford, wing tip, Oak sole, Grain inner, 
Rubber heel, Goodyear Welt. 7 wide, 
12. .9325—Some with straight. fip. 


536—Men's White NuBuck Venti- 
lated Bal Oxford, Oak sole, Grain 
inner, Rubber heel, Goodyear Welt, 
BCD, 6/11. 9557—Tan Alpine kip. 
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